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THE DOW CHEMICAL COMPANY DID— 
BETTER for National Plastics Show. Hundreds of plastic home use products 


were shown in room settings. Participation push buttons identified 
different DOW plastics “Application Engineered”. for . different 


products. Results were “Best ever in attendance, interest, sales.” 


RESULTS 
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SWIFT & COMPANY DID— 
for 8,000 square feet “FOODS FOR 
YOUR respi 


LIFE" exhibit in Museum of Science and 
Industry, Chicago. Picture shows “Basic 
7" food group story, with revolving 
. xX 4 j B j T wheel, lighted transparencies, sound. 
Recent check showed over 80% of 


ii um Lice lee Meat eb cL? ll TL 


PROGRAM 


ONEIDA LTD. DID— 


for National Jewelry Show, with dominating, 3-space exhibit. Client 
CON Ss U LT TT PU RL ek PC ed 


space-saving, wall mounted display idea for silverware chests— 


developed by General Exhibits. Also adopted lighting treatment. 
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Next Month in AR... 


WOU Win 


TIPS FOR DIRECT MAIL OUTSIDE PRODUCERS 
ADVERTISING FOR BUSINESS FILMS 


A direct mail advertiser provides a 101-point check- 
list for getting the best results from this medium. 


AR answers a reader who asked the value of using 
outside producers for business films. 
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SU OW 


YOU WANT TO RUN TO IGNITE 
A SALES CONTEST DEALER ENTHUSIASM 


A discussion of some important things to consider 


How Maytag lined up solid dealer support for the 
before setting up a sales incentive contest. 


introduction of a new automatic washer. 
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choose Your Cr Covers | 
: WITH THE “X-RAY” 


VISUALIZER 


Look at over 200 combinations in full color — by Full line of 
interleaving outstanding transparent designs with binding materials. 
the complete range of fine binding materials. 


Transparent 
full-color designs. 


Plasti-Tab Indexes _ ie Also, a complete 
Cover panels showing actual — special printed eee = «Manual on Loose 
designs —‘‘Rem-Bossed,” captions, 7 colors Leaf cataloging. 
silk screened, hot stamped of plastic, 4 
and top printed. qualities of stock, 
’ insertable style 
if desired. 


FREE DESIGN SERVICE. 


Your cover personalized and designed in full color, 


using the binding material of your choice—submitted 


O 


for your approval. 


we” 
Remington. Fkand. 


Room 1179, 315 Fourth Avenue, New York 10, N. Y. 
Kindly send your “X-RAY” VISUALIZER—"Cover Appeal for Sales Appeal” 
— for my inspection. 
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Are you a 
CALENDAR 
WATCHER? 


One of the most referred-to objects in a produc- 
tion man’s office is his calendar. He has to keep 
constant track of his dates...closing dates, that is. 

When it comes to his schedules for rotogra- 
vure publications, International Color Gravure 
can take over this problem for the PM. Inter- 
national is a gravure service house that special- 
izes in the preparation of color positives for 
advertising agencies. Your art work in the hands 
ot the skilled gravure technicians at International 
will be processed and forwarded to the publica- 
tions in accordance with their requirements and 
with your schedules. Supertone renders a similar 
service in monotone gravure. 

Call in one of our representatives for your 
next rotogravure preparation. This will save 
enough time off your production schedule to let 
you enjoy some of the more decorative features 
of your calendar. 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES —122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York17, N.Y. Telephone Plaza 3-946 
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JUST BETWEEN US 





Good Printing is a Teamwork Achievement .. . 


Discussing the problems of building, Eleanor LeMaire, a designer, 
was quoted by Architectural Forum in a recent issue of Advertising Age as 
saying, “The better I understand my client's problems, the easier it is to 
register the correct design. The same principle applies to the architect, 


the engineer and the builder. We must all work together -- with the 
client -- as a team." 


This is a concept which I would like to see emphasized more in the 
advertising field, where the design and production of an important print- 
ing job should command the best thinking of everybody involved -- the 
advertising manager, the art director, the production manager, the paper 
Supplier, the typographer, the platemaker, the printer. No one man should 
be expected to carry the entire load, but all together, working as a team, 
can contribute importantly to the execution of a job which has just one 


function -= to solve an advertising or merchandising problem, reduce sales 
resistance and create demand. 


This does not mean that only the artistic or esthetic aspects of 
printing are involved, except as they contribute to its function as a 
business operation which is expected to play an important role in sales 
promotion. But good design and good execution, while satisfying esthetic 
requirements for their own sake, have dollars-and-cents values when trans- 
lated into effective advertising. And this is an end result in which all 


engaged in any phase of the project, down to the last detail of mailing, 
can play an important role. 


The advertising manager who builds a team of enthusiastic co-work- 
ers in the creation of the best possible materials for his sales promotion 
and merchandising program should experience the satisfaction which always 


grows out of effective leadership. 
oes rk ec ———— 
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Paiceprinted with 
| your’ reproduction? 


Call Pontiac and let us tell you 





Me SA 


y~why the seven services that 
Pontiac offers assures you of so 
much in reproduction values. No 








doubts as to the results and a 








consequent realization that art, 





photography, typesetting, photo- 








engraving, electrotyping, litho- 








plate service or color process all 
should be considered for that 
perfect job! And whether you 




















try one service or all you'll love 





those results! Call or write and 








let us tell you more. 
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812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 
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Having trouble getting customers 
to go through your entire catalog? 
You might borrow a leaf from Preci- 
sion Equipment Co.’s (Chicago) book 
of tricks. Scattered through Preci- 
sion’s catalog is a series of syndi- 
cated cartoons . . . with a teaser— 
“Look for cartoons throughout cata- 
log”—alongside the mailing label on 
the back cover. 


> Keeping widely scattered branches 
posted on advertising activities is a 
problem common to many. Fre- 
quently this important follow- 
through is overlooked. 

Not so, however, with the Bank 
of Manhattan Co. When the bank, 
with 57 offices scattered over a met- 
repolitan New York area of roughly 
300 square miles, launched its major 
advertising campaign last autumn, 
Richard H. Garlock and Robert 
Kent, who handle the bank’s ad- 
vertising, created a combination 
newsletter-bulletin. Multilithed 
within the bank at a nominal cost, 
The Pipeline from the Advertising 
Department funnels news about 
forthcoming ads and _ promotions, 
spells out the best use of advertis- 
ing and promotional materials, lists 
schedules of tv and radio spots, and 
reports on advertising surveys and 
research and other important items. 

The name “Pipeline” has an in- 
teresting background—the bank be- 
gan as New York’s first water com- 
pany. A pen and ink drawing of a 
pair of the original wooden pipes in- 
stalled under the streets of New 
York in 1799 is part of the masthead. 


Doyle W. Lott, Reo Motors Inc. 
(Lansing, Mich.) advertising man- 


DITOR’S 





ager, claims to be a bit embarrassed 
about a recent development . . . but 
is happy about it. Seems Mr. Lott 
instituted an intensive search for 
“Baby Reo,” a unique miniature 


1906 model automobile built by 
Reo’s founder, the late Ransom E. 
Olds, as a display attraction. 





Baby Reo... . and big brother. 


The miniature had been missing 
since 1936 and the company looked 
“everywhere” for it. Letters were 
written to the Smithsonian Institu- 
tion, Ringling Bros. Circus Museum 
in Sarasota, Fla., Greenfield Village 
in Dearborn, Mich., and similar in- 
stitutions. Collectors of old automo- 
biles were also contacted—but no 
“Baby Reo.” 

But Mr. Lott allowed one major 
oversight—one which, unfortunately, 
is too frequent in the advertising 
fraternity: He forgot to ask help 
from his own field organization. Carl 
Hell, an Altoona, Pa., Reo distrib- 
utor, heard of the search, however, 
and produced the missing “Baby 
Reo.” It had been turned over to 
him in the late 30’s by Reo’s Pitts- 
burgh branch, where it had been on 
display. 

Luckily the tiny car—a quarter- 
size working model of a 1906 Reo, 
which was the “star” of the New 
York auto show that year—was still 


Display typefaces in this issue . 


. . Page 23—hand-lettering, Tempo Heavy & Spartan Heavy Italic; 


25—Radiant Extrabold Condensed & Bold; 28—Venus Extrabold Extended & Spartan Black Italic; 
37—Dom Casual; 45—Venus Extrabold Extended & Spartan Black Italic; 49—-Dom Casual & Spartan 
Black; 52—-Bodoni Bold & Bold Italic; 61—Steel Bold Condensed & Spartan Black Italic; 65—Studio 
G&G Spartan Heavy; 67—Lydian Bold Condensed & Bold Italic; 71—Sans Serif Bold, Tempo Bold Con- 
densed & Spartan Heavy Italic; 75—-Bernhard Modern Bold, Bold Italic G Bodoni Italic; 79—hand- 
lettering G 20th Century Ultrabold; 81—Venus Extrabold Extended & Spartan Heavy Italic; 87— 


Bodoni Campanile & Bold; 93—-Steel Bold & Spartan Black Italic; 99—-Lydian Bold Condensed & Bold. 
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“CAN YOU MATCH THESE COLORS.. > ONE MILLION TIMES?’ 


\ prominent paint manufacturer publishes an elaborate 
booklet showing the correct use of color for homes, 
inside and out. 


Since the edition is one million copies, Clement's pro- 
duction techniques provide a welcome solution to the 
problem of keeping costs to a minimum. 


But even more Important is Clement's ability to repro- 
duce faithfully in printer's inks the exact effect required 
by the paint color experts. 


_ | 
ee ee 


8 LORD SIRFET, BUFFALO, N. Y. 


2453 ERIE STREET, BUFFALO, 


\ny of the Clement sales offices listed below ean show 
many examples of how Clement saves time and money for 
le ading \merican businesses in the printing of « -atalogs, 
re riodicals. mailing pieces. books and package inserts. 


J.W. Clement Co. 


Manufacturers of Quality Printing 


Executive Offices and Plant: 8 Lord Street, Buffalo 10, N.Y 
Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 
Subsidiaries 


Pacific Press, Inc., Los Angeles. Phillips & Van Orden C San Francisc 


ml op NN ai as ome 


$201 SOUTH SOTO ST., LOS ANGELES, 870 BRANNAN ST., SAN FRANCISCO, CAL. 
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cH Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or check. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 
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me & Cost Guide for P 


roducing TV Films—by Lee Randon 
yencyman’s guide to production factors in tv films February 1953 
Public Preferences in Calendars 


ide to what various audiences prefer in calendars 


he People Some of the Time—by Nicholas Samstag 
ime’s promotion director explains his direct mail philosophy 
Need to Save Money? Why Not Try Cartoons in Your Advertising? 
4 irtoonist tells how cartoons can be used effectively 
e Away~—by Edward M. Diamant 

t modern ads can make good use of the older typefaces 
Do's & Don'ts for Television Commercials—by Harry Wayne McMahan 

picture story showing what to do and what not to do on tv 

Ulcer Reducers for Exhibitors 


Here how you can make exhibit 
bring better results 


February 1953 


March 1953 

by Sid Hix 
in ads March 1953 
Types Never Fad 
Even the m 


March 1953 


March 1953 
ing easier, cheaper and 

April 1953 
I & Don't 
AR aske 
produce 


for Better Engravings 
d engravers from ccast-to-coa 


st what admen can do to help them 
better engravings 


June 1953 
w to Design Packages for Self-Service—by Frank Gianninoto 
A leading designer outlines the demands of modern merchandising 
on packages May 1953 


How to Prepare 

The ‘basic rules 

Money Saving Techniques for Business Films 

An expert tells some of his tec 
1 limited budget 


Jingles for Radio Spots—by Maurine Christopher 


for one of radio’s most effective media October 1953 





by duMaresgq Clavell 
hniques for producing motion pictures 

November 1953 
A '‘New Medium” Gets Its First Ma 
Reflectorized bumper decals were 
for a leading insurance company 
How to Get Your 
Here’s how 


jor Tesi—by Dick Hodgson 
1 key element in a campaign 

February 1954 
Share of Free Television—by Hichard Marvin 
several firms are editing their old films for use on tv 
Premium Boom—by Gordon C. Bowen 
4 general description of the use of premiums as a 
A New Approach to Display Purchasing 


February 1954 
The Great 


promotion medium 
by John E. Donegan 


May 1954 


veneral Electric’s solution to the problem of speculative presentations 
f point of purchase displays February 1954 
44 Ideas for More Interesting Annual Reporis—by Peg Miller 


checklist of how « 


1 variety of companies have attracted attention and 
1 other stories in 


annual reports November 1953 
aking of a Man of Distinction 
ry behind the 
Show Your Ware 
xOldE Mtg. Co. is 
llustrated 
Pabco Sells Color with a Coordinated Campaign 
w a variety of materials were put to work by 
How to Make One Set of Color Plates Do the 
How an advertiser got color into a ’ 
multiple use of its color plates 


by Ted Sanchagrin 

photographs in Lord Calvert's ‘“Man of Distinction’ 
s to Sell Them!—by Ernest W. Goldberg 

jetting a lot of added sales promotion through 
shipping containers 


he st 


ads_ July 1954 


August 1954 
1 West Coast advertiser August 1954 


by Bernard T. Converse 
budget by 


Work of Several 

black and white” 
August 1954 

How to Make One Promotional Dollar Do the Work of Ten—by R. V. Boom 

Operators of Dari-Delite soft ice cream franchises cooperated in a joint 

advertising effort for big results at low cost 

Picture Postcards . A Low-Cost Advertising Medium—by Dick Hodgson 

How picture postcards are used fcr advertising purposes 

Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts 

Audio-Visuals Don't Have to Cost a Lot of Money to be Effective 

Reardon Co. produced its own prize-winning film strip 

and saved money September 1954 

How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 

Monsanto prepared a handy guide for exhibit personnel _._September and October 1954 

Magnesium ... A Step Forward in Photoengraving 

The story of the development of fast-etch magnesium plates October 1954 

Why Agencies Should be Interested in Point of Purchase Displays—by Bert Enos 

Several case histories show why agencies need to recognize displays November 1954 

Give the Dealer What He Wants—by LeRoy King 


A former supermarket operator tells the kind of premiums 
required by retailers 


August 1954 
August 1954 


September 1954 


November 1954 
First Day Covers—Low Cost Mailing with Impact 

How collector's items are providing a direct mail wallop 
Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising 

A New Look for Signs 

Changeable copy signs are finding growing favor 

for outdoor advertising 

Follow Through—Key to Premium Success—by Arthur E. Irwin 


A complete program of follow through is the key ingredient 
in premium promotions 


Carbro Prints—Quality Color Copy for Engraving—by Jules Kopp 
An art director discusses advantages of carbro prints as copy 
for full-color engravings 


November 1954 


November 1954 
November 1954 
December 1954 


September 1954 
Assembling Color Elements Can Save Time and Money~—by H. C. Latimer 

Discussion of photographic operations to prepare process art 
for the platemaker 


November 1954 


1955 








It will 
Reo’s 


in unusually good condition. 
be used to help promote 
golden anniversary. 


> You never know what will turn up 
next in the way of employe benefits 
these days. With employers offering 
their help everything from swim- 
ming pool facilities to a year’s vaca- 
tion with pay, nothing really 
prises us. 


sur- 


We were, however, impressed with 
some new benefits just inaugurated 
by C. M. Johnson & Associates Inc., 
Long Island printing and advertis- 
ing firm. Corydon M. Johnson, the 
firm’s president, has announced that 
his more than 200 employes are 
eligible for free counseling service 
in legal, tax and insurance matters. 
F-; rts in these fields will provide 
the counsel without charge to em- 
ployees. 


>While it’s not new, many firms 
overlook one important plus value 
of their show exhibits and window 


and store displays. What could be 


more appropriate at an open house 
than these already 


available items? 





One firm which 
good use of display units was the 
Hooker Electrochemical Co., which 
played host at the opening of a new 
$12 million chemical plant in Mon- 
tague, Mich. (see cuts). 


recently made 


> Unreviewed book review. . The 
release said America’s first sex dic- 
tionary has been published by Han- 
nah Publications (La Crescenta, 
Cal.). The 112-page volume is a di- 
gest of a larger book to be published 
later and is the work of Dr. J. E. 

















Schmidt, whose “vocabulary crea- 
tions have appeared in many of the 
nation’s leading newspapers and 
magazines.” 

According to the release, “the book 
is the result of many years of re- 
search in sex phenomena and is a 
herculean effort. . . . The dictionary, 
offering for the first time a newly 
created vocabulary of sex, will pre- 
sent speakers and writers the oppor- 
tunity to lift the field of sex discus- 
sion from vulgarism to elegance.” 


> Pet Peeve Department... We get 
a bit miffed at people who seemingly 
try to “hide” fixed taxes on their 
products or services. How many 
times have you asked for prices on 
railroad or airline tickets or tele- 
phone calls and received the “so 
much plus tax” answer? 

As far as we’re concerned, federal 
taxes are well enough established to 
be accepted by firms who must 
charge them along with the purchase 
price. 

We've always given a vote of ap- 
proval to those who list “tax in- 
cluded” prices. As far as we’re con- 
cerned, the others are doing them- 
selves a disservice by giving the pub- 
lic the impression that they are try- 
ing to “put something over” on the 
buyer. 


> Inflation and courtesy seem to be 
the order of the day out in Arizona. 
In the First National Bank of Ari- 
zona’s “Business Trends” news sheet, 
George V. Christie reports: 

“The City of Mesa has increased 
overtime parking fines from 50¢ to 
$1, but courteously includes in the 
traffic citation an envelope in which 
the dollar may be placed. Special 
boxes to receive the envelopes will 
be placed on traffic meter standards. 
They are called, naturally, ‘Traf-o- 
teria boxes.’’ 


COPYWRITERS LOVE ... 





. give us the whole story in not 
more than 50 words!” 
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Compactness of design and the broad 
serif of HELLENIC WIDE assure reacd- 
ability and weight—without sacrificing 
simplicity of design. Complete size range 
available from 10 to 42 point inclusive. 


BAUER ALPHABETS, INC. 
235 Bast 45th Street, New York 17,N.Y. 
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screen ang lithographed metal 
signs. Specializing in baked 
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What makes a carton better? 


one of the features of Gair’s coordinated packaging service 


The best graphic design in the world won't 
help a carton much in today’s market unless 
it’s faithfully reproduced in printing — not just 
once, but run after run. And here’s why Gair 
printing will do just that. 

Gair printers specialize in carton printing. 
They have the finest equipment money can 
buy — including letterpress, flexographic, sheet- 
fed and rotogravure presses. Gair paperboard, 
made in our own plant, is always uniform. 
And our control over the entire process of car- 
ton making assures that your carton materials, 





graphic design and printing process are per- 
fectly blended. 

Ask your Gair representative to see a sample 
of the gravure-printed carton that took first 
prize in the 1954 Folding Paper Box Associa- 
tion competition. He'll also show you how 
Gair structural design, graphic design, carton 
production from a variety of materials and 
expert help in mechanical packaging combine 
with Gair printing to give vou a better pack- 
age. Ask him for a copy of Cartons by Gair. Or 


write Department 81. FC.4.4 


FOLDING CARTONS 


SHIPPING CONTAINERS * PAPERBOARD 


ROBE®T GAIR COMPANY, INC. © 155 EAST 44TH STREET © NEW YORK 17 
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READERS WRITE 


Help from AR 


e My knowledge of the printing 
world has been extremely limited. 
When called upon by a local char- 
itable organization to prepare a cal- 
endar with local scenes and repro- 
duce them in a short run, I turned 
to AR to secure most of my in- 
formation. 

It may interest you to know that 
the result—a 47%gx6” calendar—twelve 
black and white pages, a cover in 
color—was done well within the 
budget. Graphic Enterprises of Mil- 
waukee did the cover; Rapid Copy 
Service did some of the pages with 
some done by a local printer, and a 
newly purchased machine from Gen- 
eral Binding Corp. furnished the 
binding. 

I have been particularly pleased 
with the patience these companies 
have shown in helping me become 
acquainted with their various me- 
diums. I thought you might be inter- 
ested to see how much value your 
magazine has been to one small 
outfit. 


RutH Gray 
The Photographic Studio of Ruth 
Gray, Old Town, Me. 


Color in Advertising 


e Would you please send me tear 
sheets from the Nov. AR containing 
Faber Birren’s article, “Color in Ad- 
vertising?” I took it out of my copy 
and misplaced it. Next time Ill leave 
the magazine intact. It is an excellent 
and informative article in keeping 
with the high quality of AR’s con- 
tents. 

H. S. Scorr 

Manager, Commodity Informa- 

tion Dept., United Co-Operatives 

Inc., Alliance, O. 

AR has prepared reprints of Faber 
Birren’s excellent article, “Color in 
Advertising.” They are available 
from AR’s reprint editor at 25¢ 


each. ... Ed. 


Agency Needed 


e Suppose that your readers in the 
big cities learned of this opportunity. 
There is a market area in central 
Florida that has over 150,000 popula- 
tion with three daily newspapers, 
five radio stations, several weeklies 
and more people every day. 

Polk County, Fla., is the home of 
beautiful Cypress Gardens, Bok 


Tower and other attractions. It is 
also the largest citrus producing area 
and mines most of the phosphate of 
the country. 

Here is the opportunity: Not one 
single advertising agency in this 
whole area. J. Walter Thompson Co. 
has one man to handle the Florida 
Citrus Commission account but there 
is no other agency in the whole 
county. 

I would be glad to answer in- 
quiries from interested agencies. 

Dan G. BacLey, JR. 
Bagley Specialty Advertising, 
Lakeland, Fla. 


Missing Copy 


e Having kept every issue of AR 
since Vol. I, No. 1, you can picture 
my distress because my October 
issue is gone. May I have a copy to 
fill the glaring cavity in my other- 
wise complete file? 

As a relative neophyte in adver- 
tising (transplanted from engineer- 
ing), I have found AR to be an in- 
valuable source of fresh ideas and 
up to date information. 

J. P. Lyncu 

Supervisor, Advertising & Sales 
Promotion, Eclipse Machine Di- 
vision, Bendix Aviation Corp., 
Elmira, N. Y. 


Product Tie-Ins 


e Myron Piker in his article (“Prod- 
uct Tie-Ins Help Put Skotch Kooler 
on the Map,” July AR) mentions the 
value of product tie-ins with con- 
tests. A perfect example is the Sev- 
enteen magazine -Save the Children 
Federation annual Christmas doll 
contest. Appropriately enough, 
Skotch Kooler is one of the partici- 
pants. 

Begun in 1951, the contest has as 
its basic aim the securing of thou- 
sands of dolls hand-made by the 
readers of Seventeen for distribution 
by SCF to needy little girls in the 
U. S. and overseas. 

The contest is conducted with the 
cooperation of more than 70 depart- 
ment stores throughout the country. 
These stores serve as regional dis- 
tribution and judging centers for the 
dolls. The regional prize-winning 
dolls are sent to New York for the 
final judging. 

Manufacturers offering awards re- 
ceive a number of mentions in Sev- 
enteen in addition to widespread 











yours at no 
TS lah 
if you spend 


45 a month for 


and 





. display type 


Ad men find Filmotype a 
particularly happy me- 
dium. It’s so successfully 
money-saving and making! 
Filmotype produces both 
quality hand lettering and 
type .. . pleases clients 
. attracts other adver- 
tisers. If you are in the 
“$45 a month category”’, 
Filmotype’s ‘‘Pay-as-you- 
profit”’ plan actually means 
what we say — no invest- 
ment! 
First — consider what 
these Filmotype features 
can do for you: 

After '% hour practice, 
anyone can produce sharp, 
black hand lettering and 
type perfect for paste-up— 
in minutes. 

Over 800 up to the min- 
ute styles and sizes from 
12 pt. to 144 pt. 

It’s ‘“‘desk-top”’ size... 
easily fits into any agency 
or studio. 


Second — Remember — 
“no investment” value! 
Third — Write for your 


FREE demonstration and 
full details — today! 


Dept. AR10 


FILMOTYPE 


60 W. Superior St., Chicago 10, II! 
4 W. 40th St., New York 18, N. Y. 
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Easy, low cost way to 


PM SLAY 


You'll be amazed 

HOW MUCH ADVERTISING 
a few cents extra buys 

on Thilco packaging papers 


Immediate product identification, more pres- 
tige, more customer appeal — all this pow- 
erful “salesmanship” is yours with Thilco 
DECORATED protective packaging papers. 
You get the lowest cost advertising space 
money can buy — in addition to complete 
functional protection. 


VARIOUS GRADES TO FIT YOUR NEEDS — Thilco's 
wide range of protective papers, in mumerous spe- 
cialty grades and treatments, provide unmatched 
waterproof protection, prevention of moisture-vapor 
transmission — grease and oil penetration — or, 
just general decorative packaging. Thilco papers 
are especially adapted to automatic machine wrap- 
ping, bundling, hand wrapping, box ‘coverings and 
bag manufacture. 


INCREASE YOUR SALES — Let Thilco PRINT- 
DECORATED protective papers add selling power 
to your products. Give us complete details on your 
packaging problem; we'll send samples and money- 


Saving suggestions similar to your needs — at no 
cost to you, of course 


Thileo FUNCTIONAL papers: 
Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bags 


Write for free Sample Kit. 


eA 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN J 


NEW YORK « CHICAGO « DETROIT » MINNEAPOLIS © CINCINNATI 
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publicity in the department store 
cities. Whenever possible arrange- 
ments are made for local tv and/or 
radio presentation of the prizes to 
teen-age winners. 

An indication of the growth in 
popularity of the contest, as far as 
manufacturers are concerned, lies in 
this fact: When the contest was first 
launched, nine prizes were offered. 
Currently the teen-age girls enter- 
ing the contest are competing for 
80 awards including a grand prize 
of a two-week trip to Europe via 
Pan-American World Airways. 


Although we invite tie-ins with 
the contest, primarily on the basis 
of the publicity which might be ex- 
pected, many supposedly hard-boiled 
advertising and public relations ex- 
ecutives have told us that even if 
they didn’t get a single publicity 
mention, they would still want to 
have a hand in making the contest 
a success. 


JOSEPH DERMER 

Director of Information, Save 
the Children Foundation, New 
York 


. 
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APRIL 1955 
1-30 
America’s Heartland Development Month 
to focus attention on Arkansas, 

Iowa, Kansas, Missouri, Nebraska, Okla- 
homa and parts of Colorado, Illinois, Ken- 
tucky, Louisiana, Minnesota, Mississippi, 
New Mexico, South Dakota, Tennessee, 
Texas and Wyoming, the “magic circle 
states.” 
Cottage Cheese-Cling Peach Salad Time 
i sponsored by American Dairy 
Assn., 20 N. Wacker drive, Chicago 8; 
Cling Peach Advisory Board, 350 San- 
some St., San Francisco 4; Ralston Purina 
Co., Checker Board Sq., St. Louis, to pro- 
mote cling peaches, cottage cheese and 
Ry-Krisp. 
National Hobby Month includes 
National Arts and Crafts Week, 1-7; Na- 
tional Model Building Week, 8-15; Na- 
tional Gardening Week, 16-23; National 
Photography Week, 24-30. Sponsored by 
Hobby Guild of America, 550 Fifth Ave., 
New York 19. 
National Rug Cleaning Month (tentative ) 

. sponsored by National Institute of 
Rug Cleaning Inc., 8001 Georgia Ave., 
Silver Spring, Md. 
Wallpaper Spring Festival . . . spon- 
sored by Wallpaper Council, 509 Madi- 
son Ave., New York City. 


April Fool's Day 


1-7 
National Conservation Week . . . spon- 
sored by National Life Conservation So- 
ciety, 2239 Tiebout Ave., New York 57, to 
encourage the preservation of natural 
resources and wildlife. 


10 
Easter Sunday 


10-16 
Honey for Breakfast Week . . . spon- 
sored by American Honey Institute, Com- 
mercial State Bank Building, Madison 3, 
Wis. 
National Noise Abatement Week 
sponsored by National Noise Abatement 
Council, 36 W. 46th St., New York 36. 


Pan American Day (Presidential procla- 
mation ) . sponsored by Pan Amer- 
ican Union, Washington 6, D. C., to sym- 
bolize the bonds uniting the American 
republics. 

Brand Names Day sponsored by 
Brand Names Foundation, 37 W. 57th St., 
New York 19. 


15-23 


Hardware Week 


16-23 
Let's Play Ball . . . sponsored by Sport- 
ing Goods Dealer magazine, 2018 Wash- 
ington Ave., St. Louis 3, to promote great- 
er interest and participation in baseball. 


18-21 
Packaging Week sponsored by 
American Management Assn., 330 W. 
42nd St., New York 36. 


18-23 
Bike Safety Week sponsored by 
Optimist International, 1721 Railway Ex- 
change Bldg., St. Louis 1. 


23-29 
National Coin Week . . . sponsored by 


American Numismatic Assn., Box 577, 
Wichita 1, Kans. 


24-30 
National Secretaries’ Week . . . spon- 
sored by National Secretaries’ Week 
Council, 750 Graybar Bldg., New York 17. 


AR invites reader participation in this 
service. All items intended for inclusion 
in this column should be addressed to: 
Special Promotions Editor, Advertising 
Requirements, 200 East Illinois St., Chi- 
cago 1], Ill. 





How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Hits on Easy Way 
To File Zip-a-Tone 


Did you ever look for a special 
sheet of Zip-a-Tone or Art Type, 
knowing you had it yesterday and 
wondering where it is today? Or 
have you found your materials in 
such a mess they are almost unus- 
able? 

To solve this headache, take a 
piece of durable cardboard to fit the 
bottom of a flat drawer. Then take 
several 11x14” envelopes and cut the 
right side and remove the top flap. 
Starting at the far right of the card- 
board, tape down the closed end of 
each envelope, keeping them about 
1” apart for easy flip-over. The open 
top and right side of the envelopes 
make it easy to insert and remove 
any desired sheet of Zip-a-Tone or 
Art Type. 

A good way to know which pat- 
tern is in each envelope is to number 
them and on a special card repeat 
your numbers with a small cut area 
of the numbered pattern. This sys- 


\ remove flap 


slit side 
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envelope 


TO 
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reference card 


tem can be used for Zip-a-Tone or 
Art Type, separately or together. 
Mitton TRNKA 
Art Director, R. E. Clark Adver- 
tising Agency, Aurora, III. 


How to Avoid Wrinkles 
On Self-Adhering Acetate 


A while back I noticed in your 
“How I Solved It” column (AR, Jan., 
1954) the article on self-adhering 
acetate to make layouts sparkle. 

We have used this idea, but we 
found that at first it was hard to get 
the acetate on the layout without 
wrinkles. The problem was solved by 
laying the acetate flat on the board 
with the adhering side up. Then the 
layout is placed on the acetate, face 
down, and rubbed on. If necessary, 
the corners of the acetate can be 
taped down to make sure it stays 
flat while the layout is being applied. 

AbrRIAN F. LaAnpIs 

Production Manager, Preiss and 
Brown Advertising, New York 
City 


Paints Edge of Stat 
Before Pasting It In 


When pasting up a reverse photo- 
stat heading, you frequently run into 
difficulty because the edge of the stat 
to be pasted shows white. In tight 
spots it’s a tricky job to paint the 
edge, especially if some of the rub- 
ber cement still adheres to it. 

I solve the problem by painting 
the edge of the stat before I paste 
it in. I hold the stat in one hand with 
its back facing me and just tickle the 
edge with the side of an ink-loaded 
brush. I can be just as sloppy as I 
want, because the right side of the 
stat can’t be touched by a careless 
slip of the brush. 

ERNEST J. TRICOMI 
Advertising Manager, Edmund 
Scientific Corp., Barrington, N.J. 
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@ The Magic Plastic Decal! 
@ Any Size! Any Shape! 
@ Sticks by molecular attraction! 


EASY ON! 


Mere finger pressure; 
no glus; no moisture! 


Here's the only decal that needs no ~ 
preparation—a child can put it up in less 
than three seconds. The only decal without . 
glue or sticky substance on the back— 
yet sticks forever. That's why more na- 
tional advertisers insist upon AD-STIK! 


The AD-STIK Company AR-1-55 
5852 Centre Ave., Pittsburgh 6, Pa. 
(EMerson 2-2600) 


() RUSH AD-STIK SAMPLES, DETAILS 
Attention of 
Company_ 


Address 


City _ Zone__ State 


MAIL TODAY! 
. for more details circle 566, page 109 
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SYNCHRON 
CLOCK 
MOVEMENTS 


= 


Pe i ee 
on m 


SYNCHRON TIMING MOTORS 


You can get practically any mo- Accurate, dependable service in 
tion desired in action displays by advertising clocks up to 26” 
using SYNCHRON Timing Motors diameter. Self-starting, with life- 

turning pages of jumbo time lubrication, rear or bottom 
books, operating turntables, and set, with or without dustproof 
similar jobs calling for high power covers. Easily mounted in any 
at slow speeds. Operate without position. Synchronous operation 
vibration in any position. De- for maximum accuracy. Teeter- 
pendable, adaptable, long-lived. totter and other special move- 

ments available. 


- 


Ts 


Factory Representatives — 
Synchron Timing Meters are gvor- SINCE WESLEY & FROMM 
que & oer © oe. @ 0 ee 5254 W. Madison St., Chicago 
Available with gear trains te convert HANSEN RH. WINSLOW & ASSOCIATES 
any peed. Content © ES cp 123 E. 37th St., New York, N. Y. 
resentative or write for engineering Tha W. H. GOEBEL 
Gute end detalles information. 225 W. 23rd St., Los Angeles, Calif. 


HANSEN MANUFACTURING COMPANY, INC. °* Princeton 11, Indiana 
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If you want to put a new light on an “‘old 
subject’’—specify a General Outdoor sign 
or spectacular! This new illuminated 
beauty recently produced for the Atlanta 
Gas & Light Company is an example. 

GOA can do the same for you in com- 
mercial and identification signs as well as 
24-sheet posters, painted bulletins and 
spectaculars. 

Whether you need one sign or a thou- 
sand, the experience of the entire GOA 
organization is at your service. 

Call your nearby GOA branch office 
for full information, or write: 


General Outdoor Advertising ‘Oro 


515 S. Loomis Street, Chicago 7, Ill. 
. for more details circle 600, 
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One Person in Charge 
Assures Workable File 


Here is how we set up an art file 
which enabled us to put our finger 
on a piece of art in the least possible 
time. 

One person is in charge of the art 
file, which is a 4x6” index file kept 
on that person’s desk. For every 
piece of art we have a corresponding 
index card. On the index card is 
pasted a proof, tearsheet, stat or any 
other reproduction of the art. The 
card is assigned a number and the 
same number goes on the back of the 
art in large, crayoned numerals. 

For easy identification, we precede 
the number with the first letter of the 
client’s name. If the client has sev- 
eral divisions, numbers in lots of 100 
can be assigned to each division. For 
example, for our client, Federated 
Metals, the F-100’s refer to art for 
their babbitts, the F-200’s to their 
solders, etc. 

Art is filed in bins, numerically 
and by client. When a piece of art 
is desired, we look through the 
client’s index cards, recognize the 
art from the proof, get the number, 
and then pick out that numbered 
piece of art from the bins in a mat- 
ter of seconds. 

Since trademark art usually be- 
comes bulky because of the varia- 
tions in size, reverses, with and with- 
out benday, etc., we assign one card 
number to each client’s trademark 
art, all kept in an envelope so it can 
be referred to easily. 

When art is out of the agency, we 
record on the back of the index card 
when it went out, what for and to 
whom. We keeo this card in the “out” 
section, and periodically check up 
on it until it’s back in the house. 

Nat WATERSTON 
Production Manager, John 
Mather Lupton Co., Inc., 
New York 


Ammonia Dissolves 
Dried-Up India Ink 


When I use speedball pens for any 
length of time and fail to clean them, 
they naturally collect a heavy coat 
of the dense India ink I use in 
drawing. 

Here’s how I clean them. I keep 
a small bottle of ordinary ammonia 
handy and pour a small amount in 
a shallow tray or jar. I dip the pens 
in for a little while and the ammonia 
dissolves all the dried up ink quickly 
without any scraping with a sharp 
razor blade or knife. 

RICHARD KRATOCHVIL 
Art Department, The Branham 
Co., Chicago 





GIVEAWAYS 
That Little Added Touch 


Many admen can take a worthwhile lesson from the laundries who 
print laundry lists on shirt bands . . . the food people who put 
recipe cards in their packages . . . or the insurance agent who 
always encloses a blotter or pocket calendar with his policies. 
Using your own products as an advertising vehicle is, of course, 
a natural. But, since the product itself serves as a promotion 
medium, it is particularly effective if the added promotion piece 
is something with utilitarian value which will be used somewhere 
other than where the product is to be found. Quite often the low- 


cost item is just as effective as any other—shopping checklists, 
sports schedules, pocket calendars, etc. 


DISPLAYS 


Conversions of Stock Displays 


Several firms offer stock window and store displays for a variety 
of products. With the addition of a particular brand name or logo, 
these become “custom” displays. Unfortunately, not every product 
is covered by these stock items. Screen process printing has come 
to the rescue of many budget-handicapped admen, however. Fre- 
quently, the product featured in a stock display can be changed 
simply by overprinting by screen process. One agency, for ex- 
ample, converted a glass of beer in the hand of a display figure 
to a highball—and provided a whiskey firm with the limited num- 
ber of display pieces required at a price well within the budget. 
The same technique can easily be applied to stock 24-sheets. 


ANNUAL REPORTS 
Re-use of Calendar Art 


There has been a growing use of full-color illustrations in company 
annual reports. Such a technique is, of course, a costly one. Some 
firms, however, have licked this budget problem by re-using color 
illustrations from their calendars—or vice versa. A similar tech- 
nique is to use plates from a full-color magazine ad, but these 
frequently are too obviously illustrative of company advertising. 
Another technique for getting low-cost color illustrations in annual 
reports is to tip in colored postcards—either special cards produced 
for this use or those used for other promotions. 
stock picture postcards can be used effectively. 


In some cases, 


PRINTED MATERIAL 


Unusual Format 


While still not widely used, there has been a growing interest 
in the use of ‘‘galley’’ format for mailing pieces. Such a format is 
simplicity personified. Type is all set a standard width and ‘‘pages”’ 
are made up simply by breaking off copy at the end of the chosen 
length and picking up with the next line on the following page. 
Most frequently such material is printed on one side of the page 
only. In addition to the novelty of this format, it makes it easy 
to cut out selected items for posting on bulletin boards or pasting 
on file cards for future reference. Some firms feel that this format 


justifies use of inexpensive paper stocks normally used by printers 
for proofing. 


PHOTOENGRAVINGS 
Multiple Use of Cuts 


With some ingenuity, a single cut can be used many times with- 
out becoming “old” to readers. A good example is an outline half- 
tone of a flying goose used in promotion material produced by 
John Schmitz & Sons Inc. (Baltimore). By use of different colors 
and a variety of positions, Schmitz was able to make the same 
engraving an effective illustration in a number of different promo- 
tion pieces. This technique is particularly effective in multi-color 
printing, with a different second color or a different treatment in 
the second color being used to present the same basic illustration 
in a new light. Repetition of the illustration can serve to link 
individual pieces of a campaign. 


CONVENTIONS 


Invitation Card 


~ | Many exhibitors can take a leaf 
| from the book of Miller Printing 
| Machinery Co. (Pittsburgh). Mil- 
| ler has an effective technique for 
| inviting guests to its private 
| suite in the convention hotel. 
Company personnel attending the 
convention are given a supply of 22x44" cards similar to the one 
illustrated. The cards can be used for any number of different 
conventions since the room number is inserted by hand in the 
little “window” on the door. 


<= If you would like 
to talk shop~ 
or just relax 


Miller Printing Machinery Co. 


EXHIBITS 


Convention Giveaways ' 


A convention giveaway which can be as inexpensive cr as costly 
as the exhibitor chooses is a packet of stationery. This idea has been 
used effectively by many firms. In most cases, letterheads and 
envelopes carry the convention emblem and some details of the show. 
Very freqvently the exhibitor adds a brief plug for himself. Packets 
also may include such items as imprinted picture postcards, a ‘’pre 
written letter’ telling about the convention, a ballpoint pen, stickers, 
blotters, memo pads, checklists, etc. One firm even went so far as to 


enclose postage stamps. Distribution can be at the booth, registration 
desk or to hotel rooms. 


PUBLICATIONS 
Layout “Swipe” File 


It's a standard procedure for many publication layout people to 
borrow ideas from other magazines and adapt them to their own 
needs, Several layout men have found that they can make the 
most effeciive use of their “swipe” files if they keep several of the 
top ideas ready for adaptation by posting them on a handy refer- 
ence board. Usually about ien of the top ideas are posted until 
used and then replaced with new ‘swipes.’ Another variation is 
to haye a sheet with a series of mimeographed miniatures of the 
publication page. Effective layout ideas are then sketched in these 


spaces for ready reference. The pages can be posted or kept in a 
loose-leaf binder. 
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As a regular reader of these pages, you may 
know of our quaint custom of Bringing Art to 
the Masses at the Yuletide Season. 

Without any ulterior consideration such as 


orders, money or box tops, we offer each year 


to customers, prospects, friends, and people of 


artistic sensibilities in the advertising business, a 
superlative color reproduction of a work of 
graphic art which is outstanding, significant, 
memorable and even good looking. 

In previous years we have lithographed in 
full color paintings by John Steuart Curry, 
Thbmas Benton, Frederick Waugh, George 
Bellows, Gordon Grant, Frederic Remington 
and Grant Wood. And have paid to owners, 
estates, museums and artists, etc. fees of from 
$1,000 to $2,500 per each. 

While EF salesmen see that no customer or 
likely prospect lack a copy, our Free Offer has 
drawn some 2,500 requests from art lovers in 
such diverse places as Bypass, Nev., Adverb, 
O., and Detroit, Mich. 


Many earlier EF reproductions are now 
collectors’ items, and Olde Print Shoppes price 
them on a par with Currier & Ives, 
in small Audubons, and lifesize 

es lithos of Marilyn Monroe. 


arn 


The reproductions also keep the 


owe 
r 
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shop busy in slack periods; and 


reflect the best efforts of our 
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sterling craftsmen, many of whom might have 
been famous painters themselves—if the Old 
Man could have staked them to a few years 
of La Vie Boheme in Paris, France. 

Last July, the subject of the 1954 keepsake 
was still moot. Harry Haas, one of our better 
art directors read in a longhair Art Magazine 
about the fall show in the Carnegie Institute, 
Pittsburgh. Among the exhibits was a painting 
never before seen in this country “The Dance 


Around The M 


aypole”’ by Pieter Breughel the 


Younger, loaned by Mrs. Albert Hailparn. When 
pressed, Al Hailparn (our Pres.) admitted the 
picture was a little something he picked up in 
Brussels last year as a gift for Mrs. H. 

With a genuine antique famous painting 
in the family, paying reproduction rights for 
another picture just didn’t make sense. After 
his arm was twisted a little, Al gave in. The 
Carnegie Institute agreed to let us have the 
painting before its fall show. And that, my 
friends, is why we are able to offer you this 
season a full color lithograph of a major work 
of art, little known because it has always 


been held in private collections. 





Pieter Breughel The 

Younger (1564-1638), 

as an artist was slightly 

behind the eight ball 

because his father’s work was so well known 

and popular. Fed up with religious subjects and 

VIP's, Papa Breughel late in life went avant 

garde, and painted Flemish peasants having fun 

—at a time when artists weren't supposed to 
paint peasants, at play or otherwise. 

Little is known about the younger Breughel. 
He made a reputation as a painter of religious 
subjects, was known as Hell Breughel. Later 
he essayed some subjects in the elder’s genre. 
And “The Dance Around The Maypole’’ is 


one of his very best. 


oe? 


‘ x 


” by Breughel the Younger. Lithograph 26° .x18 


‘ inche 3. 


Flanders had known a long period without 
war, plague or famine, and its people were well 
fed and prosperous. Brussels and Antwerp were 
art centers second only to Rome. This Breughel 
painting depicts the commoners on the first day 
of spring, engaged in dancing, drinking, 2 
light fighting and unrefined pursuits. 

It is rich in detail and warm tones. 
The mountains, as little indigenous to 
Flanders as to Cape Cod, indicate that - ; 
the artist had studied at Rome and could do 
sophisticated stuff. 

This glorious picture, lovingly lithographed 
in eight colors, will go to you with the warm 
good wishes of everybody at Einson-Freeman. 


But please, write on a business letterhead: 


(SGUMMS J emMun Ce Spec 


All-for-the-best Lithographers 


Starr & Borden Aves., Long Island City 1, N.Y. 
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It has long been a practice for printers 
to share ideas—not only with cus- 
tomers, but with each other. At least 
one of the reasons for the high caliber 
of printers’ self-advertising is this shar- 
ing of ideas. This section of “Idea 
Album” gives AR readers an oppor- 
tunity to share some of the best ideas 
which turned up in the 1954 Printing 
Industry of America self-advertising 
competition. 


DIRECT MAIL 


Picture Postcard Teasers 


Frank R. Wilke Printing Co. (Milwaukee) wanted to give its pro- 
motional mailings a personal touch. To get things started, they sent 
a series of picture postcards to prospects. The first one, from 
Amarillo, Tex., had this teaser: “Finally on that trip to the coast.” 
Another, from Tucson, Ariz.: ‘“What a difference in climate—boy it's 
wonderful.’ Others came from Pasadena, Cal.; Las Vegas, Nev., and 
Madison, Wis. All were signed by a mysterious “Oscar.” After this 
teaser build-up, prospects received a folder with the punchline, 
“Hey! I'm back ... Oscar.” Inside was a letter from Wilke’s mythi- 


cal pressman, Oscar . . . and Oscar continued to make other mail 


appearances with sales talks. 


PRINTED MATERIAL 
Booklet Follow-Through 


The DuBois Press (Rochester, N. Y.) used a technique which has 
proved successful for many admen. It first prepared a booklet out- 
lining the firm's complete services and sent it to key prospects. This 
same list then received a series of postcard mailings at two-week 
intervals. Each of the postcards was a reproduction of one of the 
pages in the bookiet, outlining one of the services offered printing 
buyers. This basic idea is sometimes reversed, with the individual 
mailings going out first and the complete booklet being sent as the 
final “punch” in the campaign. 


DIRECT MAIL 


Television Tie-In 


Arcade Printing Co. (Chattanooga, Tenn. ), one of the few printers 
to use tv advertising, extends its direct mail advertising through a 
tie-in television campaign. Arcade uses one-a-week cartoon balops 
on tv, utilizing the same art and copy themes used for a direct mail 
campaign to 350 key prospects. According to Arcade, “The purpose 
of the tv ads is three-fold: (1) to re-emphasize the direct mail adver- 
tising messages to the 350 on the mailing list; (2) to reach printing 


buyers not on the list, and (3) to bring Arcade’s name before the 
general public.” 
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PRINTED MATERIAL 
Effective Blotters 


Several campaigns in the PIA competition made effective use of 
blotters. Mailograph Co. Inc. (New York) used an off-size blotter— 
about 5x6”. With most blotters in more-or-less standard sizes, the 
simple size change gimmick provided special attention. Another 
Mailograph blotter carried a convenient list of frequently-used phone 
numbers—weather, information, long distance, police, fire, time .. . 
and, of course, Mailograph’s. Davis, Delaney Inc. (New York), 
which is well known for its effective blotter mailings, drew special 
attention with a design by Bob Gage which used the blotter side 
for the message as though it had actually been blotted. 


GIVEAWAYS 
Memo Pads 


The use of memo pads with the recipient's name on each sheet 
is probably one of the most popular giveaways used by graphic 
arts firms. Old as it is, new variations keep popping up to keep 
it new. Thomason & Morrow Co. (Fort Worth) used memo pads, 
for example, as the basis for a 48-week direct mail campaign. 
A new 40-sheet pad was sent to a selected list of purchasing 
agents each week. Each of the sheets was personalized with “from 
the desk of (name)” and had a three-color brief sales message 
at the bottom. A different wrap-around cover which converted the 
pad into a self-mailer was used each week. The pads were mailed 
to arrive on the recipient's desk each Monday morning. 


GIVEAWAYS 
Gum Disposal Tabs 


Western Printing Co. (Tulsa) made a hit 
with restaurants in its area with an unusual 
gimmick. Western provided pads of 2x22" 
tabs to be used for gum disposal. Each pad 
had a Kleen-Stik backing for attaching to 
booths, tables, menus, etc. The tabs were 
printed in a variety of colors on white stock 
and each had an eye-catching line illustra- 
tion. In addition to making a hit with res- 
taurant owners, a credit line on each tab 
plugged Western to diners. 


Gg ME 


FOR 


DISPOSAL 


Courte 


WESTERN PRINTING CO 





ARTWORK 
Cropping Well Known Subjects 


John Green Press Inc. (Rockford, Ill.) received special recognition 
for a direct mail campaign featuring distinctive portions of well 
known subjects. Just enough of each subject was shown to establish 
the theme. Designed by Sam Miller of Rockford, the elongated mail- 
ing pieces used such themes as “Think,” using the head of “The 
Thinker,”’ and ‘We're Raising the Flag,” with the top part of an old 
wood cut of the flag. Effective cropping of the illustrations by bleed- 


ing them off the page gave the illustrations an original and dis- 
tinctive touch. 
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PLASTIC PLATES 


"Finest Ever’”’ 


ci pe 


ROSA ee WN . 
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PROTECT YOUR INVESTMENT 
in NEWSPAPER SPACE 
the RAPID QUALITY WAY 


Rapid Royal Blues are the finest plastic plates. For 

verification of that fact ask newspaper mechanical 

superintendents—the men who know plates and who 

are as interested in quality reproduction as advertisers 

that pay for space and agencies that create newspaper 

advertisements. Here are typical comments we’ve re- 

» TQ. r ’ re ~ oy » TQ . 

ceived and you'll get from newspapers the country over: icicles teat Queet tlitasan tte andinis 
assures absolute uniformity of thickness 
—an exclusive Rapid quality control. 


Royal Blues are the best plastics . . . others have a great deal to 
learn to come up to your standards.— CHICAGO 
Most uniform received in our office. —CLEVELAND 


“ 


Reproduction quality superior to any ofer.—DETROIT : 4 0 
Finest quality ever to come into our plant.—PHILADELPHIA 

Such endorsements result from Rapid’s exclusive tech- 

niques and quality controls that assure proper printing 

depth, freedom from shoulders, and uniform thickness. 

To protect your investment in original preparation and 

newspaper space, depend on Rapid. In plastic plates, 

as in ad-electros and mats, you'll find ‘““Rapid’’ means 

a full measure of quality reproduction every time. 


THE RAPID ELECTROTYPE COMPANY 


Though Rapid processes are accurately 
a controlled, each Royal Blue is closely 
° . i ted t lit i 
WY See quality reproduction inspected to assure quality reproduction 


of the minutest detail. 


NEW YORK CINCINNATI DETROIT PHILADELPHIA SAN FRANCISCO 
Atlantic Electro. & Stereo. Co. Rapid ElectrotypeCo. Northern Co. 


Electrotype Co. Co. Electrotype Co. 
VAnderbilt 6-0900 PARkway 3577 TRinity 5-6780 ‘ete -§902 ar 2-8427 
CHICAGO: Sales Office, DEarborn 2-2016 HARTFORD: New England Sales Office, ADams 3-3409 


AD-ELECTROS . RRS . PLASTIC PLATES . aera) eS . ATLANTICTYPES a JOB ELECTROS 
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SPOTLIGHT 


ON SUPERIORITY 


ee, 


Ask your printer or paper merchant to show you the Rising catalog 
containing a superior paper for everything from a wedding 
announcement fo a stock certificate. Qualities up to 100% Rag. 


RISING PAPER COMPANY...IN THE BERKSHIRES, HOUSATONIC, MASS 
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Advertising Requirements 


offers an index of editorial contents 
for the second half of 1954. 


. 
Volume 2—Numbers 7-12 
© 


JULY through DECEMBER 1954 


SPECIAL FEATURES 


i 
How to Make One Promotional Dollar Do the Work of Ten— | 
R. V. Boom—Aug,., p 18. 7 
How to Promote a Recipe—Phil Seitz—Aug., p 15. 
How to Stage a Parade—Christian T. Mattie Jr—Nov., p 27. 
How to Stage a Press Conference—Burns W. Lee—Sept., p 23. | 
Joint Action Promotes Ripe Olive Tuna Ring—July, p 34. | 
Miss Universe—Beauty for Promotion—Phil Seitz—Nov., p 29. 
New Glory for Old Glory—J. Robert Conroy—Nov., p 31. 
Production Manager—Man With Five Hats—Clyde Sands—Oct 


wy Zo. | 
Product Tie-Ins Help Put Skotch Kooler on the Map—Myron 
Piker— July, p 28 


AUDIO & VISUAL AIDS | 


Audio-Visuals Don’t Have to Cost a Lot of Money to be Effec- 
tive—Sept., p 87. 

British Oil Firm Boosts Sales with Business Films—*{iiton Mos- | 
kowitz—Nov., p 49. 

Filmograph—Low-Cost Answer to Animation—Robert B. Koni- ! 
kow—Oct., p 97 

Grand Union Takes Training to Its Employes—Oct., p 100 

New Confidence for Salesmen with a Sales Portfolio—Freeman | 
E. Fish—Dec., p 95. 

Open House for Open Hearths—James Joseph—July, p 87 

The 1954 Ford Bows in Cinemascope—Haviland F. Reves 
Aug., p 97. 

Setting Up National Distribution with a Record—Annahrae 
White—Dec., p 97 





LABELING & PACKAGING | 


A Package on Every Table—by James Joseph—Oct., p 87. 

How Sears Has Geared Packages to Self Service—July, p 51 

Package Design—Poor Little Orphan of the Advertising World , 
—E. Leonard Koppel—Nov., p 67 

Package Imagery—A Guide to Sales—Walter P. Margulies— 


Sept., p 91 

Show Your Wares to Sell Them—Ernest W. Goldberg—Aug 
p 46 

The Package That Lives Puts Life Into Sales—Norman E. Kraft 
—Oct., p 89 

When Your Package Mistires at the Point of Sale—Alan Berni 
Dec., p 47 





| Building Good Will by Direct Mail—Helen Murray Hall 


SPECIAL FEATURES 


Advertising Copyrights—Robert J. Burton—Part VI, July, p 35; 
Part VII, Aug., p 21; Part VIII, Sept., p 25. 

Children in a Supermarket—James J. Flood—Oct., p 31. 

Contest Tie-In Links Motorola TV and Colgate’s Fab—Bert Enos 
—July, p 33. 

Do’s and Don'ts for Better Press Releases—Dick Hodgson— 
Sept., p 19. 

Elsie, Borden’s Living Trademark—Ted Sanchagrin—Dec., p 32. 

Exakta Promotes Itself Into a “Name” Camera—P. K. Thomajan 
—Oct., p 27. 

How to Arrange Fashion Tie-Ins—Annette Green—July, p 31. 


ART & PHOTOGRAPHY 


Choosing the Art Medium—Lou Dezarlo—Dec., p 57. 

Design in Pharmaceutical Advertising—Kenneth Lavey and 
Elwood Myers—Oct., p 34. 

Dramatic Photo Highlights Bauling Campaign—Nov., p 90. 

Getting Action Out of a Trademark—Tobias Moss—July, p 47. 

How to Direct Interior Plant Photography—Robert N. Scott— 
Sept., p 73 

Ideas Make Ads—Robert Gage—Aug,., p 61 

Kraft Produces Picture and Caption in One Operation—Sept 
p79 

The Taking of a Man of Distinction—Ted Sanchagrin—July, 
p 41 

Where's That Picture? (The story of General Motors Photograph- 
ic)—Haviland F. Reves—Nov., p 91 
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DIRECT ADVERTISING 


Dec. 
p 37 


Effective Promotion Through External House Organs—Aug 


p 103 
First Day Covers—Low-Cost Mailing with Impact—Nov., p 75 


, Foreign Supplements Solve a Catalog Problem—Ralph Sadler 


—Oct., p 71 
How to Gaff Your Mailing List 


ps 


Franklin C. Wertheim—Sept 


Occidental Booklet Wins Friends and Influences Editors- 
Enos—Oct., p 76 


Bert 


Selling Steel by Mail—July p 77 

LAYOUT & TYPOGRAPHY 
Design for Business Publications—J. Wolfgang Beck—Oct., p 65 
Identity with Distinction—P. K. Thomajan—Dec., p 53 
Italic Has Its Own Domain—A. Raymond Hopper—Nov., p 103 
Report from DRUPA—Milton Moskowitz—Aug., p 73 
Setting Type by Photography-—Dick Hodgson—July, p. 57 


MO 


Hopper—Sept., p 83 


Tanuary 
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art materials...for 
easier, faster, 
better art! 





For unbelievable savings 
in time and money, try these 

SS exclusive Craftint shading 
= mediums as short cuts 

to better art... Singletone and 
Doubletone, the drawing boards with the invisible 
built-in shading screens . . . Craf-Tone, the 
adhesive-backed all-embracing shading medium 

... Craf-Type, the jiffy adhesive-backed 

alphabets . . . Craft-Color, the adhesive-backed 

quick color system available in 19 beautiful shades. 









You'll also find these other Craftint products the best start toward good art: 
Art Papers and Pads + “66” Drawing Inks » Show Card Colors + Artists’ Brushes 
“Kleen-Stik” Rubber Cement + Acetate Sheets and Rolls + “Spray-Art” Fixative 


Craftint 


THE CRAFTINT MANUFACTURING CO. + 1615 COLLAMER AVE. + CLEVELAND 10, OHIO 
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PAPER 


A Basic Dictionary for Paper Buyers—William B. Wheelwright 
—July, p 65. 

Color in Advertising—Faber Birren—Nov 

How to Select Coated Papers—Oct., p 51. 

How to Select Paper for Offset Printing—-H. C. Latimer—Aug 
p 91. 

How White is White—Charles V. Morris—Sept., p 57. 

The Split/Second—Guide to Color—Suzanne Caygill—Dec. 
p 83 


p 79. 


Chicago Premium Show Features Items for Home Use—July, 


p 99 

Follow Through—Key to Premium Success—Arthur E. Irwin— 
Dec., p 42 

Give the Dealer What He Wants—LeRoy King—Nov., p 59 


Lumbermens Mutual Gets Results from a Sales Incentive Pro- 
gram—N. C. Flannagin—July, p 97. 

Miss Calendar Girl of 1954—Oct., p 49 

Operation Sunburst—Tom Diskin—Oct., p 43. 

The Use of Christmas Gifts in Business—Bert Enos—Aug., p 7 


Trading Cards—An Always Popular Promotion—Sept., p 


RADIO & TV PRODUCTION 


Cartoon—The Universal Language—Harry Wayne McMahan 


Dec., p 75 
Do's and Don'ts for Color TV—Maurine Christopher—Dec., p 77 
Glossary of TV Terms—Nov., p 85 
How to Produce a Daytime Serial—Jack Cleary—July, p 103 
How to Produce Radio Dramas—Jack Cleary—Oct., p 61 
How to Put TV Films to Work for the Local Advertiser—Edgar 


T. Sisson—Sept., p 69 

The SAG Contract—Maurine Christopher—Aug., p 77 

Why the TV Producer Should be Interested in Music Promotion 
Lyle Kenyon Engel—July, p 101 


LY it 


SIGNS & IDENTIFICATION MATERIALS 


Changeable Copy Signs—A Growing Trend in Outdoor Adver- 
tising—Nov., p 35 

Dad's Sells Routemen on Selling Signs—Peg Miller 

How Shell Sells TCP—Ted Sanchagrin—Sept., p 33 

Pabco Sells Color With a Coordinated Campaign—Aug., p 69 

The New Westinghouse Identification Program—Paul W. En 


Oct, x 


55 


driss—July, p 37. 
Truck Posters Arouse Brand Consciousness llen Somme 
Dec., » 9i. 


| 





' Time to Produce That Business Christmas Card—Nov 
Trade Customs in Printing—Oct 


| How to Attract More Customers to Your Booth—Aug 


PREMIUMS, PRIZES & SPECIALTIES | 


PHOTOENGRAVING & PLATEMAKING 


Assembling Color Elements Can Save Time and Money—H. C. 
Latimer—Nov., p 71 


| Carbro Prints—Quality Color Copy for Engravings—Jules Kopp 


—Sept., p 47. 

Etched Type Versus Electrotyped Patches—Roy Ree!—July, p 81. 

How to Make One Set of Color Plates Do the Work of Several— 
Bernard T. Converse—Aug., p 87. 

How to Prepare Good Reproduction Proofs—Philip E. Tobias— 
July, p 82. 

Magnesium—A Step Forward in Photoengraving—Oct., p 81. 

Postal Authorities Open Way for Greater Ingenuity in Adver- 
tising—Stanley E. Cohen—Aug,., p 100. 

The Multi-Color Line Process—Larry LeVant—Dec., p 69. 


PRINTING & BINDING 


' How Advertisers and Agencies Buy Printing—Sept., p 39. 


How Neptune Scored a Direct Mail Success with Colored Post- 
cards—Wilfred S. Rowe—Aug., p 43 

Picture Postcards—A Low-Cost Advertising Medium — Dick 
Hodgson—Aug,., p 35. 

Putting a Label on Coal—Robert Neal—July, p 91 

Screen Process Grows in Importance—Bert Enos—Dec., p 85. 

p 53 

p 103 


SHOWS & EXHIBITS 
Exhibit Planning Guide—Dec., p 79 


t 
p 87 


How to Get the Most Benefit from Trade Shows—Edmund D 


Kennedy—Part I, Sept., p 28; Part II, Oct., p 69 

Show Time All Year (The Story of Kodak’s Exhibit Program) 
Robert C. Locker—Nov., p 97 

Visitor Participation Key to Successful State Fair Exhibit—Bob 


Gunderson—July, p 105 


WINDOW & STORE DISPLAYS 


Fearless Fosdick Captures Sales for Wildroot 


Earl J. Ober- 
meyer—Oct., p 91 
Lee Gets Its Hats Out Front—Murray Dolmatch—July, p 69 
Lever House—A Manhattan Display Attraction—P. K. Thomajan 
- Sept Pp 63 
| Merchandising Tags for Point of Sale Merchandising—Ingla 


Martin—Dec., p 63 

Revell Merchandising Displays Give a New Dimension to an 
Old Hobby—Auzg., p 81 

Why Agencies Should be Interested in Point of Purchase Dis- 
plays—Bert Enos—Nov., p 43 
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We said 
if in 
January 
ass... 








Today 
it's more 
Timely 

than 
ever! 
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Electrotype: New 
s of Electrogrophi¢ 


Other eae michigan Elector? 
Chicog® 


For ten years now newspaper 
advertisers have been “insuring” their space 
expenditures against reproduction failures by using Reilly 
Plastictypes. With today’s keener competition and sharper cost- 
consciousness, it makes more sense than ever to investigate the 
many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


e PLASTICTYPES 

e REILLYTYPES 
You can Really Rely on : LLY « Seek taaeeene 

e BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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Only a presidential election draws more votes than the annual Miss 


Rheingold contest—one of the most successful annual promotions. 


By Ted Sanchagrin 
AR Eastern Editor 


Ask a successful advertiser how’s 
business, and he'll more than likely 
tell you how many times his product 
would encircle the earth at the 
Equator or reach to the moon and 
back if laid end to end in the course 
of a year. Ask about the extent of 
the Miss Rheingold campaign, and 
the answer is easier to fathom: The 
country’s second largest election. 

Miss Rheingold 1955 is the 16th 
girl to carry the title. It started in 
1939 when Jinx Falkenburg was se- 
lected as the first one. At the end of 
1940 Rheingold let its dealers choose 
from a brochure showing 25 models 
in full-color photographs. Ruth 
Ownbey became Miss Rheingold 
1941. 

When the election was turned over 
to the public at the end of the year, 
the advertising and promotion cam- 
paign became a tavern, store and 
household word. There have been 
Nancy Drake, Sonia Gover, Jane 
House, Pat Boyd, Rita Daigle, 
Michaele Fallon, Pat Quinlan, Pat 
McElroy, Pat Burrage, Elise Gam- 


mon, Anne Hogan, Mary Austin and 
Adrienne Garrett. 

The 1954 election drew over 
16,000,000 votes, second to the Presi- 
dential election held every four 
years. The 1955 election drew more. 

Voting last year was held from 
Aug. 9 through Sept. 22, with the 
winner being announced around 
Christmas week. Once the elimina- 
tions get down to the six finalists, 
the public takes over. 


> How does the campaign reach this 
stage? All registered, licensed model 
agencies are invited to submit their 
choices to attend the eliminations at 
the Waldorf-Astoria (New York). 
Last year, with Liebman Breweries 
now operating on the west coast as 
Rheingold Brewing Co. (Los An- 
geles), similar eliminations were 
held at the Beverly Hills Hotel 
(Beverly Hills, Calif.). 

A panel of judges comprised of 
officials of Liebmann Breweries; its 
advertising agency, Foote, Cone & 
Belding (New York and Los An- 
geles); Rheingold photographer Paul 
Hesse, and a representative of the 
point of sale supplier, Einson-Free- 


man Co. (Long Island City, N. Y.) 
interview the models. In the 1955 
eliminations four of the six girls 
were from the California area, Jean 
Moorhead, Susan Alexander, Bar- 
bara Wilson and Stephanie Griffin. 
The New York area was repre- 
sented by Nancy Woodruff and Grace 
Brown. 

When the election begins, General 
Window Display Inc. (Brooklyn) 
takes over, distributing the ballot 
boxes in taverns, grocery stores and 
delicatessens. The votes are de- 
livered in sealed containers to the 
Horace Nahm Corp. (New York), an 
independent research company, 
which tabulates the votes until the 
final returns are in and the an- 
nouncement of Miss Rheingold is 
made in late December. 


> Miss Rheingold 1955 will receive a 
contract worth $50,000 in prize 
money and modeling fees for her 
exclusive services during her reign, 
plus trips to California and Puerto 
Rico. Miss Rheingold 1954 received 
$10,000 and a minimum guarantee 
of $10,000 in modeling fees. The six 
finalists, in addition, work exclu- 
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Moving Book Display One of the dis- 
plays Rheingold used during the contest 
was this “‘moving book,’ with pages that 
flipped automatically. Each page featured 
a contestant—shown here is Nancy 


Woodruff, this year’s winner 


sively for Rheingold during the 
period of the election. 

The entire campaign is a multi- 
prong year-long promotion with just 
one purpose .. . to get more people 
into taverns and stores to vote for 
Miss Rheingold and to buy the beer 
itself. Take the point of sale phase, 
as an example. 

In the East 35,000 dealers each get 
four full-color merchandising dis- 
plays: 


1. A motion display, which is a giant 
book that turns its pages to show 
the six candidates and to tell the 
Rheingold story. 

This moving book, made of lith- 
ographed cardboard, has full-color 
illustrations of candidates on one 
side of each of six pages and Rhein- 
gold promotion on the other. The 
pages are mounted on a horizontal 
cardboard cylinder that revolves 
slowly and continuously from back 
to front, ferris wheel style. 

The book comes in two sizes, 
large-size page measuring 11x13” 
and small measuring 714x812”. Page 
turning power is a midget AC motor 
supplied to Einson-Freeman for as- 
sembly with the book. 


2. A streamer festoon, with life-size, 
full-color photos of the six finalists, 
together with voting reminders. 


3. An easeled window card, for the 


main window, to pull passersby in- 
side. 


4. A ballot box, which is placed on 
the bar in a tavern or next to the 
cash register in a store. 


>Einson-Freeman has been han- 
dling this portion of the promotion 
since its inception. The John O’Mal- 
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ley organization (New York) and 
Ettinger Co. (Hollywood) handle the 
publicity. 

Another phase is the 24-sheet 
poster. These posters are produced 
by McCandlish Lithograph Corp., 
Strobridge Lithographing Co. and 
U. S. Printing & Lithograph Co. (all 
New York). 

Twelve different Miss Rheingold 
24-sheet poster designs appear each 
year. In the New York-New Jersey- 
Connecticut area 2,000 boards are 
used. 

Then there’s transportation adver- 
tising. Three Rheingold cards—two 
side cards and one end card—appear 
in every suburban railroad car en- 
tering or leaving New York. This 


0 


Vote now_Elect Miss Rheingold (OSS! 


Pick your foverite trom these wa lovely gurls end vate tor 


her a Dafiet bees in Rheingold store: ond toverns everyehers 


ES- 


. Full-page, full- 
color ads like this one ran in magazines 


Pick Your Favorite 


during the contest, encouraging readers to 
vote for their favorites. The company also 
used an assortment of other media, in- 
cluding 24-sheets, car cards and radio. 


comes to a total of 3,590 cars and 
10,770 cards a month. 

All of this is in addition to news- 
paper, Sunday supplement and mag- 
azine ads, tv and radio spots plus 
the packaging of the beer itself in 
distinctive red and white six-can, 
12-bottle and 24-can cartons. 


> Rheingold weaves the entire ad- 
vertising and promotion campaign 
throughout three separate ap- 
proaches: 

e The Miss Rheingold elections. 

e Miss Rheingold herself. 

e Endorser ads, in which show busi- 
ness personalities back up the cam- 
paign in newspaper and _ business 
magazine ads. 

The Miss Rheingold ads them- 
selves are situation ads, in which the 
model always appears in a set-up 
easily recognizable by most con- 


sumers, whether in Central Park, 
aboard an ocean liner or what have 
you. In itself, this approach is simple 
enough, but the approach often taxes 
ingenuity to avoid repetition. 

To avoid this and to continually 
come up with something new in the 
line of situations, the brewery, 
agency, photographer and supplier 
all submit their ideas. Out of these 
come 12 to 14 situations a year. 


>These are worked out by Philip 
Liebmann, president of Liebmann 
Breweries, who rides herd on the 
campaign, along with Rheingold’s 
advertising manager, William L. 
Dye; photographer Hesse; Foote, 
Cone & Belding’s Frank E. Delano, 
v.p. and account supervisor, and Ein- 
son-Freeman v.p. Robert Wechsler. 

The West Coast portion of the 
campaign, handled by FC&B’s Sher- 
man Slade, account supervisor (Los 
Angeles), has more spectacular 
aspects than the established East 
Coast approach. Liebmann bought 
the Acme Breweries (Los Angeles 
and San Francisco) Sept. 1, 1953, for 
$6,000,000 and poured $1,090,000 into 
an ad campaign in all media last 
year. 

This consists of two campaigns, for 
Rheingold beer brewed in Los An- 
geles and Acme’s old Gold Label 
beer, brewed in San Francisco, 
whose territories do not overlap. Be- 
sides print and broadcast media ads, 
there have been roving spectaculars, 
oxen and wagon. This is in keeping 
with Rheingold’s invasion there plus 
the fact that Hollywood in the past 
has given others some ideas on pro- 
motion. 44 


Cast Your Vote .. . Official ballot boxes 
like this one are distributed by General 
Window Display to taverns, grocery stores 
and delicatessens to collect the votes 
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By Stanley E. Cohen 


When WTOP (Washington) set 
out to dedicate its new $2,000,000 
“Broadcast House” it knew this was 
going to be an event of unusual im- 
portance, and of course it was anx- 
ious to reap whatever publicity 
values it could. 

Because WTOP was owned in part 
by The Washington Post, and in part 
by CBS, the makings of a big affair 
were readily available. Hundreds of 
famous individuals could easily have 
been herded together for a super- 
cocktail party and dinner, complete 
with expensive food and expansive 
dedicatory speeches. The cream of 
Hollywood and Broadway could 
readily have been flown in (with 
some eager airline contributing the 
transportation) to thrill the home 
audience with a spectacular star- 
studded review from Broadcast 
House’s massive new studios. 

That was one way to dedicate 
Broadcast House, but WTOP decided 
against it. The station management 
recognized that tv is a medium that 
depends for success on the good will 
of the whole community. It wanted 
a dedication program which would 
“pay off” in terms of public partici- 
pation—and new friends for the sta- 
tion. It wanted the community to see 
its building . . . sense the excitement 
of the new studios . . . feel that the 
dedication meant something to 
everyone who tunes WTOP radio 
or tv. 


>The plan was based on the idea 
that the dedication would be suc- 
cessful only if large numbers of 





How WIOP Made Its 


Broadcast House Dedication 
A Community Event 


The Washington station threw out conventional ideas 





for dedications and made the opening of its new two-million 


dollar headquarters a five-week community celebration. 


people could be induced to visit the 


building .. . see it .. . feel it meant 
something to them. 

Since the whole community 
couldn’t visit Broadcast House in a 
single day, WTOP decided to reach 
the people through the schools, 
churches and civic organizations. A 
list of about 800 community organ- 
izations—the biggest ones—and 550 
schools was developed. Each organ- 
ization received a letter from WTOP 
inviting its members to visit Broad- 
cast House on a designated day. 

To cover all these organizations, 
the visits were spread through a 
five-week period, Feb. 1-Mar. 7, 
1954. This means WTOP had 33 days 
in which it played host to various 
groups of community organizations. 
Generally the groups were classified 
into categories. Church groups came 
on Faith Day; unions on Trade Union 
Day. There were Scout days, edu- 
cator days, music days, police and 
firemen’s day. 


>’ Cody Pfanstiehl, WTOP’s promo- 
tion director, decided best—and less 
expensive—results would be achieved 
if WTOP worked “with and through” 
community groups, rather than “at 
them.” Instead of blanketing the 
whole area with tons of pre-fabri- 
cated invitations sent wholesale to 
everyone affiliated with a community 
group, WTOP sent invitations to the 
president of each group. As it antici- 





pated, organizations were delighted 
to spread the invitation through their 
regular membership bulletins and 
other media. As a result WTOP 
found its dedication mentioned in 
hundreds of publications which are 
not ordinarily available for publicity 
material. 

The letter to each president invited 
all members to bring their families 
to Broadcast House to tour the build- 
ing. In addition it urged them to stay 
tuned to WTOP radio and tv for spot 
announcements and interviews, sa- 
luting the organization on the day of 
its visit to Broadcast House. 

WTOP’s invitation was relayed to 
Lion Club members in a bulletin 
calling attention to “WTOP’s new 
wonderful Broadcast House.” Faith 
Day was marked in bulletins of doz- 
ens of churches. Police heard about 
Police and Firemen’s Day as part of 
the order of the day at the regular 
police formation. 


> Was the approach too impersonal? 
The results show it certainly wasn’t. 
Thousands of visitors accepted the 
invitation. And a big file of thank- 
you notes testifies to the fact that 
the community appreciated the fact 
that WTOP invited it to its “party.” 
Some typical quotes: 

e Zeta Phi Beta Sorority ... “We 
are happy that you thought about 
us.” 

e Hebrew Home for the Aged... 


January 1955 ¢ ar « 25 





Tour of the Set 


. A Broadcast House “‘host’’ points out the lights on a studio set to 


one of the many civic groups which went on the WTOP dedication tours 


. will with pride accept the offer 
of a permanent place in Broadcast 
House.” 

e League of Women Voters of Fair- 


fax County .. 
opportunity.” 
e D. C. Division of the United 
Daughters of the Confederacy . 
“proud of the opportunity.” 
e National Council of Negro Women 
“an hour to be long remem- 
bered.” 
> When the crowds arrived WTOP 
was ready. Its staff of hosts and host- 
esses wearing arm band identifica- 
tions took groups of 25 through the 
building. A member of the public 
relations staff met each group at the 
end of the tour to answer any ques- 
tions. 

Each tour culminated in the cut- 
ting of a “Broadcast House Cake’’— 
a permanent sugar model of the 
building set on top of a sheet cake. 
After the chairman of the group cut 
the cake, the sugar model was re- 
moved and put on a new cake in time 
for the next group. 

WTOP used a portfolio of publicity 
gimmicks to add to the glamor of 
the dedication. One of the most im- 
portant was the “Freedom Sphere,” 
an aluminum ball 2%’ in diameter, 
spun from highest grade aluminum, 
to be erected over the building. The 
sphere was in place of a cornerstone, 
which WTOP considered inappropri- 
ate for a building that specialized in 
sending things into the air. 


. “very grateful for the 
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“Freedom Sphere” had a _ hatch 
which was opened frequently during 
the dedication period. Through this 
hatch passed by-laws, charters and 
other documents of community or- 
ganizations (as photographer’s flash 
bulbs lighted the scene). 
>The plaque on Freedom Sphere 
explains for the benefit of posterity, 
“In this aluminum sphere, manufac- 
tured to endure for 1,000 years, are 
presented the documents, sights and 
sounds of religious, civic, public, gov- 
ernment and business organizations 
of the Nation’s Capital, in whose 
freedom of action and expression lies 
the freedom of our people. 

“This Freedom Sphere is affixed 
to Broadcast House that symbols of 
these community organizations may 

e a part of this building and of 
these broadcasting stations’ purpose 
forever.” 
> Because of the endless opportuni- 
ties for tie-in promotion, WTOP 
reaped a tremendous harvest of re- 
sults from an over-all budget that 
was held below $19,000. 

Affiliation with The Washington 
Post was, of course, a special advan- 
tage. Because of special reciprocal 
space-for-time arrangements, the 
$6,000 budget for newspaper adver- 
tising could be spent chiefly for pro- 
duction. Extra staff cost $2,000; food 
for guests (including the cakes), 
$1,200; guides, $500. WTOP discov- 
ered that a constant stream of pub- 
licity was created when visiting 


organizations were given Polaroid 
photos, taken as the group sliced its 
cake or placed material in the “Free- 
dom Sphere.” The photos added only 
$150 to the Broadcast House dedi- 
cation budget. (These photos turned 
up in newspapers, and in organiza- 
tion publications.) 

Mr. Pfanstiehl found local busi- 
nessmen eager to identify their own 
operations with Broadcast House. On 
Restaurant Day, the Restaurant 
Assn. placed special Broadcast House 
dedication messages on all restaurant 
tables. Westinghouse brought Eleck- 
tro, its 7 robot, from Mansfield, O., 
for a special broadcast. Stanford 
Paper Co. got into the act by pre- 
senting a “1,000-Year” Scrap Book 
to WTOP personality Mark Evans. 
(Stanford salesman Joe Marshall was 
given an award by his firm for hitch- 
ing onto the idea.) 

Other items in the Broadcast 
House dedication budget—in approx- 
imate figures: Trade ads, $5,000, and 
miscellaneous -— postage, mimeo- 
graphing, special stationery, tele- 
grams, cabs, etc.—roughly $4,000. 44 


Publicity Gimmicks . WTOP used a 
bagful of tricks to get publicity. One was 
the ‘‘1,000 Year Scrap Book,’’ presented 
by Clyde Kellogg (top, left) of Sanford 
Paper Co. to WTOP’s Mark Evans. An- 
other was the ‘Freedom Sphere’ (below). 
Here Eugene Meyer of the Washington 
Post puts a copy of his newspaper into the 
sphere. 
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what color is Red? 


The case for 
standardized 


viewing 


What color is red? Or blue, green, or pink, 
for that matter? Color in a transparency de- 
pends upon the viewing light—if by day- 
light, the colors will be cool; if by tungsten, 
warm, 

In either case, they may be pleasant to 
look at. But many people must view a color 
transparency on its long road from pho- 
tographer’s studio to printed page. And, un- 
less everyone sees the same thing, there can 
be no agreement as to what is the truth of the 
matter. 

The problem is nonexistent when you in- 
vest in the inexpensive Kodak Transparency 
Illuminator. At any regular Kodak dealer, 
$14.50 list. Each will bring standardized 
viewing to all concerned. Worth putting on 
every desk. 


Price quoted is subject to change without notice. 


GRAPHIC ARTS SALES DIVISION 


EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 
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PROGRESS REPORT: 


As a salute to Printing Week, AR presents a review of graphic arts 
developments in the past five years—a period of amazing progress. 


By Dick Hodgson 
AR Managing Editor 


From all indications, 1955 will be 
the most important year in the his- 
tory of the graphic arts. If the record 
of the past decade can serve as any 
sort of guide, the industry has 
reached an important milestone on 
its road of progress. 

Basically, the printing industry is 
a slow moving one. Its developments 
come slowly and with much diffi- 
culty. Its craftsmen are more often 
than not reluctant to accept changes 
until forced to do so by the pressure 
of competition. 

But since the end of World War II 
there has been a period of amazing 
progress in the graphic arts. Prob- 
ably the most important force behind 
these developments has been in- 
creased pressure of competition — 
competition between the various 
printing processes. 


>Each of the major processes has 
made important strides forward .. . 
and with each new development in 
a particular process, it offers greater 
competition to the others, which, in 
turn, seek new methods by which 
to regain any lost ground. 

It may be an endless cycle, but the 
result has been a record of over-all 
progress as never seen before in the 
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history of the graphic arts. In partic- 
ular, the past five years have seen 
more concrete advancement than 
any similar period in printing his- 
tory. 

For admen, the end result has been 
better printing, with greater speed 
and higher fidelity at relatively 
lower costs. 


>While the strides forward have 
been tremendous, 1955 appears to be 
the key year. Concrete results from 
the great progress of the past decade 
will become available commercially 
on a much wider scale than before. 

Many of the major advances have 
now gone through their critical test- 
ing periods of: limited availability 
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and acceptance. Not only have the 
craftsmen in the graphic arts come 
to accept them, but enough admen 
have put the developments to test 
to clearly indicate their role in ad- 
vertising. 

On the other hand, 1955 appears 
to be the start on increased research 
and development in several new 
printing processes, which, during the 
next decade, may bring a major rev- 
olution in printing. 


>The leader in the progress of the 
past decade has been the litho- 
graphic industry. Not only has it 
licked most of its own major handi- 
caps, but it has provided the pres- 
sure which has forced other proc- 
esses to make special efforts to “hold 
their own.” 

Probably the most important 
achievement in offset lithography 
has been the development of better 
plates. Such developments have 
taken many directions: 

e Long-life polymetal plates, which 
have increased press runs. 

e Grainless plates to provide sharp- 
er halftone reproduction. 

e Pre-sensitized plates for sizes up 
to 22x34”. 

e The Direct-Image method which 
permits pulling proofs on special alu- 
minum foil offset plates from stand- 
ing type for use on rotary presses. 





e Higher quality in low-cost paper 
and plastic plates. 


> But better plates are only one of 
the major achievements in offset’s 
parade of developments. Another 
major accomplishment has been the 
perfection of web-fed offset presses 
(printing from rolls of paper), which 
has provided lithographers with 
greater speed. 

One of the biggest handicaps to 
continued growth of offset has been 
problem of moisture-ink balance. 
According to W. W. Garth, Jr., pres- 
ident of the Graphic Arts Research 
Foundation Inc. (Cambridge, Mass.), 
this problem has been solved. Mr. 
Garth reported at the 1954 Amer- 
ican Photoengravers Assn. conven- 
tion that “a new dampening system 
known as the Mullen Air Doctor 
Dampening System offers absolute 
moisture control. Offset presses 
equipped with such units enable the 
regular lithographic process to pro- 
duce equal or better quality, and 
equal or better color consistency 
than letterpress. The relative sim- 
plicity of the lithographic process is 
retained using this system; in fact, 
lithography is made simpler and 
more foolproof. The speed of litho- 
graphic presses, so equipped, can be 
increased to compete with rotary 
letterpress. In addition, the various 
multi-metallic lithographic plates 
offer all the plate-life anyone can 
demand.” 


Offsest has benefited, too, by ma- 
jor developments in other branches 
of the graphic arts. New art tech- 
niques, which simplify preparation 
of copy for the camera; automatic 
color separation methods; photo- 
graphic typesetting, and develop- 
ment of new paper stocks particu- 
larly suited to offset printing have 
all lent a helping hand in the indus- 
try’s progress. 


> But, while offset has been setting 
the pace, the letterpress people have 
not been asleep —although, for a 
while, it appeared as if the reluct- 
ance of old-line letterpress crafts- 
men to consider offset as anything 
but an inferior substitute for their 
process would prevent the necessary 
progress. 

While there have been other de- 
velopments of importance in the let- 
terpress industry, the major accom- 
plishments of photoengravers have 
done the most to bring new vitality 
to a once laggard field. The biggest 
single development has_ probably 
been the introduction of magnesium 
plates, which was discussed in detail 
in “Magnesium—a Step Forward in 
Photoengraving”’ (Oct. AR, page 81). 

While still somewhat on an experi- 
mental basis, another major photo- 
engraving development has been in 
the direction of new bases for plates. 
Several new substitutes for the 
standard wood bases, long the source 
of much trouble for both the engrav- 
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er and printer, have been introduced. 

One new mounting is Johns-Man- 
ville Trancel, an asbestos substance 
pressed into pieces 16x24” to a uni- 
form height and coated for flush 
mounted plates. Another develop- 
ment, still undergoing field tests, is 
Autolevl, which is a combination of 
wood fibre and plastic resins with 
an aluminum core. 


>Electronic engraving has also 
played an impressive role in letter- 
press development. Leader in this 
field has been Fairchild Camera & 
Instrument Corp., whose Scan-A- 
Graver is now widely used by small 
daily and weekly newspapers. This 
device produces plastic halftones 
from photographs without any in- 
termediary steps. 

This past year, Fairchild intro- 
duced its Scan-A-Sizer, which elim- 
inated one of the basic handicaps of 
the Scan-A-Graver —the need for 
same-size copy. The Scan-A-Sizer 
can enlarge and reduce while the 
engraving is made. Fairchild is also 
working on an electronic engraver 
which will automatically make plates 
for process color printing. 

Although Fairchild has been the 
established leader in this field, sev- 
eral European firms have developed 
their own electronic engraving ma- 
chines. Already available in the U.S. 
is the German Engrav-A-Plate 
(Dec. 53 AR, page 74). 

Along with the photoengravers, 
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PUNCH 


AN 


PERMANENCE 


There was an account man named Jones 
who on P.O.P. made no bones, 
“The best’s what | mean 
strong and bright to be seen.” 


He was so right when he picked on 
Silk Screen. 
(Silk Screen Printing, that is!) 


A wise advertising man 
realizes Silk Screen printing 
delivers 2 big plus features: 


PUNCH and PERMANENCE! 


1. Brilliant colors to attract 
the shoppers’ attention. 


Striking displays which have 
strong resistance to fading ° 
in comparison with those 
printed by other mediums. 


NAZ-DAR has a world-wide reputation 
for producing the finest quality Screen 
Process inks. Request them in your next 
paper, cardboard, metal, or plastic dis- 
play. 
We will be glad to send you, 
and your local Screen Printer 
a copy of Naz-Dar’s big, fully 
illustrated catalog. It will help 


you in ordering and producing 
quality Screen Process Printing. 


“Business Building” 
Ink by NAZ-DAR 


Address_ 
| City 


State_ 


| My local Screen Printer’s name 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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New Newspaper Presses . 


. . This new Printmaster press developed by R. Hoe & Co. Inc. 


ow 


HUE. 


So 4 


introduces several innovations in press design to the small daily and weekly newspaper 
field. It provides increased press speed, greater quality and increased use of r.o.p. 
color not available before in single width presses. 


the electrotypers have also been 
hard at work developing new meth- 
ods for making better electros. Plas- 
tic electrotype molding has become 
more popular as has pre-makeready. 


>Other basic processes, too, have 
shared in the printing industry’s rec- 
ord of progress. A good example is 
screen process printing, which has 
become an important tool of admen. 
Some of the major developments in 
this field were discussed in AR last 
month in “Screen Process Grows in 
Importance” (Dec. AR, page 85). 

There also have been important 
improvements in flexography, for- 
merly known as aniline printing. Im- 
proved platemaking, new inks and 
better press equipment have _ in- 
creased the value of this process, 
particularly for use in the labeling 
and packaging field. 

Gravure has benefited greatly 
from new plate-making methods. 
Some of these new developments 
were discussed in “7 Methods for 
Gravure Reproduction” (May AR, 
page 79). Particularly notable devel- 
opments have been seen in sheet-fed 
gravure, making it much more valu- 
able in advertising printing. 

While still available from only a 
limited number of sources, collotype 
is growing in favor among admen. 
The process is particularly suited 
for full-color printing in large size 
and in short runs. Gelatin printing 
plates are used, permitting continu- 
ous tone reproduction. Printers us- 
ing this process have made many 
refinements in their techniques. 


>Collotype is just one of many 
methods which have been growing 
in popularity for obtaining full- 
color reproduction in advertising at 
low cost. Several printing firms have 
specialized in developing methods 
by which they can offer full-color 
runs at prices only slightly higher 
than black and white jobs. 

Probably the most interesting de- 
velopment in the low-cost color field 
has been a new three-color method 
developed by Eastman Kodak Co. 


and the Rochester Institute of Tech- 
nology. As reported for the first 
time in a report on the Rochester 
Photo Conference in the Nov. 53 AR 
(“New Color Printing System Re- 
vealed at Conference,” page 38), the 
almost automatic method for mak- 
ing process color plates can produce 
a full set of offset plates for as little 
as $10. It can also be used for mak- 
ing plates for other printing proc- 
esses. 

At least one printer has already 
set up a facility to specialize in this 
type of color printing, with a price 
list that supports the contention of 
those who developed the process that 
it is the most economical to date. 


>The demand for greater and more 
economical color in advertising has 
spurred other important develop- 
ments in the graphic arts. With the 
coming of color tv, most experts see 
an even greater demand for full 
color in all forms of printed adver- 
tising. 

A lot of research has gone into the 
development of the electronic equip- 
ment for making continuous tone 
color separations. One of the best 
reports on this subject was given by 
Robert E. Rossell, managing director 
of the Research & Engineering Coun- 
cil of the Graphic Arts Industry, at 
the Printing Industry of America 
convention in Detroit: 

“Several experimental develop- 
ments are moving forward in this 
field with the aim of producing faster 
and more accurate preparation of 
color plates and black and white 
halftones. One of these is a device 
known as the Springdale Color Scan- 
ner. It was conceived by the engi- 
neers of Eastman Kodak Co. and 
cooperatively developed by this com- 
pany and Time Inc. 

“The Scanner automatically pro- 
duces continuous tone color-separa- 
tion negatives from original color 
transparencies with great accuracy, 
calculating and integrating the color 
and black components required for 
reproduction. 





A balanced organization with complete facilities 
formachine (linotype and monotype) and hand composition, 
letterpress and offset printing. Famous house organs, 
produced in English and foreign languages, are set, printed, and 
bound at R-T-K. Leading advertising agencies and advertisers 
come to R-T-K for distinguished ad composition. Award-winning 
direct mail pieces, as well as a large volume of competitive commercial 
printing, are completely produced by this versatile organization. 


For distinctive typography and printing, call ANdover 3-0722. 
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RUNKLE-THOMPSON:KOVATS: INC 


650 West Lake Street, Chicago 6 © ANdover 3-O722 
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for less than 1'A¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 


Dept. A-1-A. 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 


. for more details circle 585, page 109 | 







The New 
Sunbonded 
DAY-GLO’ 


For 120-DAY 
PAINTED SHOWINGS 


In the Brightest 
Colors under The 
Sun. The same dy- 
namic impact that 
makes DAY-GLO 
24-sheets turn all 
heads and stop all 
eyes. 


Write for bulletin No. 2117 


SWITZER BROTHERS, inc. 





4732 St. Clair Ave., Cleveland 3, Ohio 


. for more details circle 659, page 109 
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“It is interesting to note that with 
the Scanner, which color-corrects 
the separations automatically, there 
seems to be no reason why more 
than one transparency can’t be sep- 
arated in one pass. Thus, two 5x7’s 
or four 4x5’s can be done at once. In 
the case of 35-mm negatives a large 
number can be done at one time. 


>“Another electronic device similar 
to the Springdale Scanner is the 
RCA-Interchemical Color Corrector. 
Mr. Wurzburg of Interchemical Corp. 
and Professor A. C. Hardy of Mass. 
Institute of Technology, are co-in- 
ventors of this device. The Radio 
Corp. of America has taken over the 
additional development and com- 
mercialization of this machine and 
they anticipate that a period of ex- 
tensive field testing will be success- 
fully concluded within the next 15 
months when the Color Corrector 
will be offered to the graphic arts 
industries. 

“All of you probably were fa- 
miliar, to some extent, with the de- 
velopment of the Springdale and 
RCA-Interchemical equipment. But 
how many of you are acquainted 
with the Acme Color Separator be- 
ing produced by Acme Teletronix 
Division of Nea Service? 

“The general operation of the 
Acme is basically similar to the 
Springdale machine, but a major 
difference is that the Springdale 
Scanner produces negatives while 
the Acme delivers positives. An- 
other big difference also must exist 
in the electronic circuits of the two 
machines: the Springdale Scanner 
uses about 100 tubes while the Acme 
has only 18 tubes. In a test run the 
Acme produced nine four-color sets 
in a 74% hour period. 

“It is reported that Acme will have 
15 units ready for delivery within 
six months. A two-week’s training 
covering the operation and main- 
tenance of the machines will also be 
available for operators. 

“The availability of color scanners 
offers possibilities of substantial sav- 
ings of both time and money, and 
their use should serve to accelerate 
even more the tremendous increase 
in the use of color. With them a big 
step can be taken in the direction 
toward production-line methods.” 


>Probably the best publicized de- 
velopment in the graphic arts has 
been photographic typesetting equip- 
ment. Already used extensively by 
many admen, photocomposition ap- 
pears to be in for rapid expansion 
during the next few years. 

This subject was treated thoroughly 
in “Setting Type by Photography” 
(July AR, page 57). In the short 
time since that article appeared, 
however, there has been consider- 































Miss Printing Week .. . 


Dorothy Malone 


able advancement in this field. In- 
tertype Corp.’s pace-setting Foto- 
setter equipment, for example, has 
been installed in several additional 
typesetting shops. 

Another commercial machine, the 
Photon, is being used daily in setting 
display and classified advertising ma- 
terial at The Patriot-Ledger in 
Quincy, Mass. The first Monophoto 
unit, developed in England by Mono- 
type, is scheduled to be delivered to 
the U. S. for installation within a few 
weeks. 

Mergenthaler Linotype Co. expects 
to have its new Linofilm equipment 
available during 1955. 

Among the desk-top photocompo- 
sition machines, already widely used 
in advertising primarily for display 
composition, several refinements 
have been introduced during the 
past few months. 


>In other allied fields there has 
also been notable progress. On page 
37, Charles V. Morris discusses sev- 
eral of the important developments 
in printing papers which have played 
a key role in providing admen with 
higher quality, more versatility and 
an opportunity to utilize many of the 
other graphic arts developments. 

Marked progress has also been 
made in the development of better 
printing inks for all processes. The 
most obvious development has been 
in daylight fluorescent inks, which 
have become especially popular in 
advertising printing. (See “Fluores- 
cent Colors—Advertising’s New 
Look,” Mar. ’54 AR, page 31.) 

In conventional printing inks there 
has been considerable development 
in faster drying qualities. In a re- 
cent Pacific Coast graphic arts con- 
ference, James A. Magee, president 
of Higgins-Magee Printing Ink & 
Chemical Corp., described one of the 











most important printing ink devel- 
opments of the past decade: 

“This newest type of ink is stable 
on the press, dries almost as soon 
as the paper leaves the plate, will 
not pick up on the cutting dies, will 
not offset in the rewind and will not 
smear under hot sealing irons. I call 
it a most radical departure from 
conventional printing inks for letter- 
press because it not only replaces the 
traditional oil vehicle with a mois- 
ture-set type vehicle but also re- 
places pigments with glycol soluble 
dyestuffs and so eliminates the 
lengthy grinding operation necessary 
when using pigments as the coloring 
matter.” 


> But what about the future? There 
is no question but what the next ten 
years will see much continuing de- 
velopment along the lines of the past | 
decade. But many experts foresee a 
major revolution in printing proc- 
esses themselves, with the possibil- 
ity that the popular basic processes 
of today will give way to entirely 
new printing methods. 

Although by no means a revolu- 
tionary process, dry offset may be- 
come more popular—although sev- 
eral experts feel that offset lithog- 
raphy has already licked the handi- 
caps which made it vulnerable to 
strong competition from dry offset. 
Basically, dry offset is a process us- 
ing letterpress plates, which print 
onto a rubber blanket, which, in | 
turn, transfers the ink to paper. 

The major advantages of the proc- 
ess are similar to those of offset lith- 
ography over letterpress—less make- 
ready time, ability to print halftones 
on a wider variety of surfaces, in- 
creased speed for many printing 
jobs, etc. 

The development of fast-etch mag- 
nesium plates is considered of par- 
ticular value in future development 
of dry offset. But what is really | 
needed is a method to make pre- 
curved fast-etch plates for dry off- 
set cylinders. 

Dry offset is being used commer- 
cially for many types of printing and 
has a large number of supporters 
who feel that it is letterpress’ real 
answer to increased competition from 
lithography. 





>On a more imaginative plane, how- 
ever, are such printing processes of 
the future as smoke printing, xero- 
printing, ferrography and ferromag- 
netography. While, for the most part, 
these new developments are still in | 
the laboratory stage, there are many | 
experts who feel that the day is not 
far away when they will be commer- 
cial realities. 

Smoke printing appears to be the 
first of these imaginative processes 
to become commercially available. It 
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Service Mounting & Finishing Co., 
A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
CAlumet 5-3224 
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Self-Adhesive 
Papers 
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Ideal for labels, signs, bumper strips. 
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Available in a large variety of papers, 





films, and foils. Free samples, layout 





sheets for ad men, printers. Write today. 





Ali Babo, Near East cosmetics 
magnate, uses only “FASSON” 
poper to label his toiletries. 





AVERY Paper Company 
260 Chester Street « Painesville, Ohio 
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Looking for a 
Dramatic, New 
Sales Pitch 

for 1955? 
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Write today 
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free copy 
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H. S. Crocker 
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This free booklet explains how 
your advertising and sales litera- 
ture can be produced in full color 
lithography at prices never before 
possible. H. S. Crocker’s exclusive 
Colorform method can revolu- 
tionize all your mailing pieces... 
:, even on a limited budget. 





H. S. CROCKER CoO., INC. 





San Francisco Los Angeles 
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is under development by the Hueb- 
ner Laboratories (Mamaroneck, 
N. Y.) and Standard Register Co. 
(Dayton, O.). The first smoke print- 
er, called a “Photronic Reproducer” 
by Standard Register, has already 
been delivered to the Air Force at 
Wright-Patterson Air Force Base in 
Dayton. 

While the present machine isn’t 
designed to do high quality printing, 
it is expected to find wide application 
in reproducing office records either 
from microfilm or from opaque copy. 


> The Photronic Reproducer was de- 
scribed by The Inland Printer in its 
April 1954 issue: 

“The reproducer consists basical- 
ly of two chambers, separated by a 
plate of optical glass which has a 
special coating on one side. At the 
far end of one chamber is a light 
source and holder for the material 
which is to be reproduced, such as 
microfilm. The image is projected 
onto the glass on the uncoated side. 
If opaque material to be reproduced 
is used, reflected light, in the place 
of projected light, is used. 

“The marginally-punched paper 
fed by pinwheels passes in front of 
the plate on the coated side. In the 
chamber on the other side of the 
paper is a fine mist and an electro- 
static grid to furnish a high voltage 
charge. The mist, a dye, is propelled 
by the electrostatic force to the sur- 
face of the paper in the form of the 
image projected from the back. 

“The coating on the glass, consist- 
ing of several metals, functions like 
a photoelectric cell. It converts light 
energy into electrical energy, caus- 
ing the dye to be deposited on the 
paper in relation to the amount of 
light projected from the back.” 


>An indication of the potential of 
this printing method is given in 
“(R)Evolution in the Printing Indus- 
try,” a research report on the graphic 
arts reviewed on page 35: 

“While this machine [the Pho- 
tronic Reproducer] is more in the 
nature of a reproducing machine, 
with further improvement the proc- 
ess can be adapted to web-fed stand- 
ard printing. In connection with a 
photographic typesetter, the unit 
would speed up the type composition 
and eliminate platemaking. Press- 
work speed could in all probability 
be increased since the process itself 
is inherently fast. Color printing is 
possible as are continuous tone pho- 
tograph reproductions.” 

The obvious advantages of a proc- 
ess of this nature are the elimination 
of printing plates and the fact that 
nothing except the ink touches the 
paper. Equipment will undoubtedly 
be light in weight and probably re- 


























ARTISTS, AD MEN 
COPYWRITERS- 
STOP GUESSING! 


e See how the revolutionary new 
HABERULE Visual Copy-Caster 
makes your job easier, quicker, 
more accurate than ever! 


HABERULE now features alphabet lengths of 
29 most commonly used type faces—in caps 
and lower case—all keyed for instant copy-fitting. 
With just a flip of the finger, you not only see the 
type from which you can select the design and size 
you need but you can fit your copy at the same in- 
stant! Over 800 machine and foundry type faces 
are also listed—in every size from 4 to 18 point. 
Never before has this service and convenience 
been offered—all in one single, self-contained unit. 

Send for your new, completely revised, 6th 
edition of the Haberule now! Beautifully printed 
in 2 colors. Handsome silver-embossed covers, 
plastic bound. Yellow Vinylite 
type gauge included. 


Only $7750 
COMPLETE 


MONEY-BACK 
GUARANTEE 


At artist 
supply stores 
or direct: 


The HABERULE Co. 
Box R245 + Wilton, Conn. 
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CLAREPORT* 
REPORT 
COVERS 


Make your 
reports, 
proposals, 
presentations , 
more effective! / 





Clareport* is a patented report cover with a 
durable, transparent front cover and a back of 
Strathmore Beau Brilliant cover stock in 8 smart 


colors, available for immediate delivery. 


Clareports* are made to hold standard 11” x 
82" sheets. (Special sizes to order.) 25¢ each 
for 1000, 30c each for 100. 


Send for your FREE Sample today 


Belford 


Company, Inc. 
317 W. 47 St. 
Dept. A-15 
New York 36, N. Y. Write, wire or phone. 
Plaza 7-5950 *U. S. Pat. 2480917 
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custom-made easel 
binders and presenta- 
tion binders. Your 
problem solved quickly 


and inexpensively. 


COLOR PRINTS 
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Fast service — Accurate color reproductions 
from artwork. direct separations or transparencies 


Any quantity trom 100 to 1000. Immediate service 
thru local representatives 
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quire less floor space. Extremely fast 
speeds appear to be possible. 


> Another possibility for a printing 
process of the future is xeroprinting 
—and extension of xerography, which 
is already being used to produce pa- 
per offset lithographic plates in the 
office duplicating field. Plates can be 
on the press and producing copies 
within three minutes after receipt of 
copy. 

Xerography is a completely dry 
photographic process by which posi- 
tive-to-positive duplication is ac- 
complished. Xeroprinting is an ex- 
tension of xerography through which 
printing has been done in the labora- 
tory at web speeds as high as 1,200’ 
per minute. 

In xeroprinting, platemaking and 
printing are combined. The material 
to be printed is directed by light to 
a metal plate where the image is 
electronically recreated. Then the 
image is covered with negatively 
charged powder, paper is introduced 
and the powder is transferred to it. 
Continuous tone reproduction and 
color printing can both be accom- 
plished by this process. 





>Ferrography and ferromagnetog- 
raphy work on the principle that an 
iron powder can be attracted to a 
plate on which areas have been mag- 
netized in the form of images or 
characters. The powder will adhere 
to the magnetized images and can 
then be transferred to a printing 
surface. These processes are being 
developed by General Electric’s Gen- 
eral Laboratories and the Atkinson 
Laboratory (Hollywood, Cal.). Both 
processes were originally conceived 
as solutions to the problem of record- 
ing the output of electronic comput- 
ers and instruments. 

Just where such developments will 
take us ... and how soon they play 
an important role in advertising re- 
mains to be seen. But if the record of 
the past decade is any indication, 
developments that are only labora- 


tory studies today may well be in 
commercial use by 1965—or even 
sooner. 44 







Publish Extensive 
Report on Printing 


One of the best and most exten- 
sive reports on the printing industry 
has been published as the result of 
an eight-month research project of 





eight students of the Harvard Busi- 





Since the report was compiled by 
“outsiders,” it offers admen an ex- 
cellent review of the graphic arts 
in terms which are easily under- 
stood. Within the printing industry, 
the candid observations of the stu- 
dent group are already stirring up 
considerable self-appraisal. The book 
will be particularly interesting to 
those who wish to know more about 
the current state of progress on such 
revolutionary printing processes as 
xeroprinting, smoke printing, ferrog- 
raphy and ferromagnetography. 

Copies of the report can be ob- 
tained from Printing Research, P. O. 
Box 125, Cambridge 38, Mass. The 
price is $7. 44 


ness School. The group, starting 
without a background in the graphic 
arts, was able to make a completely 
unprejudiced analysis of the status 
of the printing industry today. 
The report has been published as 
an 88-page book, “(R)Evolution in 
the Printing Industry.” It not only 
evaluates the present state of devel- 
opment of the industry, but discusses 
and predicts the future of revolu- 
tionary new printing processes, con- 
cluding that “there appears to be no 
reason why one or more of these 
new approaches will not obsolete the 
conventional printing processes, at 
least in many if not all applications.” 


















oi Packaging __ 
meu) 









































































Complete services for 
producing monotone and 
full color commercial 
Sle Melee T-04d-T itil: 
Tg ee 






































PROOFING & 
PRE-PRINTING 


for Newspaper, Maga- 
zine and Mail Order. 
Conventional or News 
Dultgen. 


for National Advertisers 
and Advertising Agencies. 


We Invite Your Inquiries... 

















CHESAPEAKE 3-1377 


. « for more details circle 561, 








page 109 











January 1955 ° ar « 35 


















First Prize Winners .. . These outstanding promotion pieces won 
first prizes in the 1954 PIA Printers’ and Lithographers’ Self- 
Advertising contest. Each winner received a ‘’Benny’’ statuette 
(upper left) from the Miller Printing Machinery Co. 

1. The Baughman Co. (Richmond, Va.) —best individual speci- 
men from printers with 20-99 employes. 

2. Fine Arts Litho Co. (Dallas) —best campaign from printers 
with 19 or less employes. 
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3. Wetzel Brcs. (Milwaukee) —best campaign for printers with 
100 or more employes. 

4. Mailograph Co. Inc. (New York) —best individual specimen 
from printers with 19 or less employes. 

5. R. R. Donnelley G Sons Co. (Chicago) —best individual 
specimen from printers with 100 or more employes. 

6. The Craftsman Press Inc. (Seattle) —best campaign for 
printers with 20-99 employes. 








By Charles V. Morris 
Henry Lindenmeyr & Sons 
Division of Hubbs Corp 
New York 


What’s new in papers advertisers 
use? 

The “new” list is long, and it adds 
up to inestimable economic benefits 
for everyone concerned with printed 
advertising. Printers and lithogra- 
phers enjoy papers that are more 
pressworthy than ever. Advertisers 
buy more quality per printing dol- 
lar than ever before. Advertisers’ 
prospects see more beautiful repro- 
ductions than ever before. Adver- 
tisers’ prospects read with greater 
facility than ever before. 

Everybody wins! ... A very pleas- 
ant set of circumstances, you'll agree. 


> When Editor Dick Hodgson asked 
for a listing of important develop- 
ments in paper during the past five 
years he didn’t stipulate “order of 
importance.” I’m grateful, then, for 
the privilege of discussing “new” 
developments as they occur to me, 
rather than rating them. All would 
receive best-in-show mention in my 
book. 

So, I'm going to start listing with 
reference to an amazing paper-mak- 











Improvements in printing papers have played a 
major role in producing higher quality in printed advertising. 
Here's what has been happening in this field. 


ing technique that has done as much 
to stimulate the use of color printing 
and more generous use of halftones 
than almost any other single devel- 
opment in graphic arts history. 

I mean, machine coating. The 
method of applying an enamel coat 
to the body stock in one process, on 
one machine. 

The trade calls these papers, ma- 
chine-coated book papers. 


> Without the historic development 
of machine-coated papers, long-run 
magazines of the quality of Life 
would never have been possible. 
Successful in the high-speed world 
of rotary printing presses and heat- 
set inks, machine-coated papers to- 
day represent thrifty factors in the 
realm of all kinds of printed adver- 
tising. Printing press manufacturers, 
photoengravers and ink manufactur- 
ers have contributed their skills to 
make of machine-coated papers the 
wonders of reproduction you see in 
so many magazines today. A recent 
presentation of publications entered 
in the American Institute of Graphic 
Arts’ magazine clinic revealed the 
overwhelming majority of “big 
name” periodicals entered were re- 
produced on machine-coated papers. 

Improvements in machine-coated 





book papers are continuously made. 
You've only to review recent sam- 
ples from the various mills to notice 
increasing surface smoothness of 
machine-coated papers, their in- 
creasing brightness, their improving 
whiteness. When you know how 
great is the tonnage of machine- 
coated papers processed by printers 
and lithographers, and when you 
know how few are the problems en- 
countered when running machine- 
coated papers, you'll agree they have 
come of age. 


> Two more enriching advancements 
of the machine-coating technique 
must also be given prominent men- 
tion in this or any discussion of su- 
perb accomplishments in the field of 
papermaking. One of these is double 
coating of enamel book papers. The 
other is called by one manufacturer, 
pigmentizing. 
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Both advancements pay-off in 
measurable pressmanship—an im- 
portant factor to be considered by 
advertisers who pay good money for 
good printing to make good impres- 
sions. 

Double-coating enamel bookpapers 
is standard procedure in most mills 
manufacturing famous names among 
coated book papers. Truer fidelity 
of halftone reproduction and bril- 
liance of color accurately portray 
benefits advertisers enjoy. Printers 
and lithographers profit by more uni- 
form surfaces on which to put ink. 

Simply stated, already machine- 
coated papers are processed on an- 
other kind of coating machine in a 
second operation. In the nomen- 
clature of the paper trade, this kind 
of paper is called “off-the-machine” 
coated paper. 

The two coats of fine enamel guar- 
antee better, more even printing; 
more faithful reproduction of pic- 
ture-subjects; livelier colors; more 
uniform typographic impressions. 

Everybody gains with double- 
coated enamel book papers. 


> Nor does anyone lose when they 
use or purchase book paper that is 
pigmentized. 

Pigmentizing means impregnating 
papers in the classification of un- 
coated papers—called plain papers 
by some in the trade—with a film of 
coating. This film is applied to the 
surface via machine-coating meth- 
ods. The film is applied during the 
single papermaking operations. 

Why”? To improve printability of 
the paper. 

Typical English finish papers are 
impregnated to emphasize reproduc- 
tion qualities. To the naked and in- 
experienced eye, the film is imper- 
ceptible. But type, pictures and col- 
ors react favorably to contact with 
the “film.” Type characters are 
sharper, clearer; serifs are clean; 
fill-in is minimized. Blacks are jet 
and colors glow. 

Superiorities of impregnated pa- 
per aren’t idle claims of manufac- 
turers. Superiorities are attested to 
by printers—yes, and lithographers 
too, who have already processed car- 
load after carload of impregnated— 
beg pardon—pigmentized papers. 

Several grades of standard-wove 
offset papers are now impregnated 
and they enjoy lithographers’ en- 
thusiastic endorsement for the pig- 
mentizing technique. 


>The application of enamel — clay 
coating—on papermaking machinery, 
has reached far beyond the dreams 
of the pioneers of machine-coating. 
What the future holds for machine- 
coated papers can only surprise 
more and more users and buyers of 
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printed advertising. It will pay ad- 
vertisers well to keep eyes peeled. 

While on the subject of revolu- 
tions in coating principles, special 
mention must be made of the bene- 
ficial effects introduction of patent- 
leather-like Kromekote has had on 
quality printing and lithography. 
More recently Lusterkote joined 
Kromekote to provide more and 
more advertisers with the unparal- 
lelled beauty of background for dis- 
tinguished advertising messages. 

In these two papers, printers and 
lithographers possess the finest back- 
ground ever provided for halftone 
and color printing. Reproductions 
are photographic in nature. Blacks 
are jetness personified, middle tones 
are clear gray as they should be. 
Whites are open areas. Dots are 
sharper. Colors sparkle with original 
loveliness. Printers and lithograph- 
ers collaborated with their ink peo- 
ple and their engravers to make the 
most of the quick-drying yet hard- 
coated surface. Result? Neither man- 
ufacturer, Lusterkote’s nor Krome- 
kote’s, can keep pace with the de- 
mand created for their papers. An 
entirely new world in printing de- 
sign opened up when Kromekote was 
first accepted by advertisers. 

(It should also be mentioned here 
that the unmatched evenness of the 
surfaces of Kromekote and Luster- 
kote is responsible for the use of 
both papers for reproduction proofs. 
Many advertising people insist that 
their composition houses follow this 
practice. ) 


>Sparked by the phenomenal 
growth of the lithographing process 
of reproduction and its high favor in 
advertising circles, paper manufac- 
turers are doing everything in their 
power to improve the quality of pa- 
pers lithographers like to use. 
Progress made among coated pa- 
pers mentioned at the outset of this 
review profits lithographers as much 











as printers. Machine-coated papers 
are readily accepted for use on litho- 
graphic presses. So are double- 
coated book papers, and their coated 
cover and coated bristol counter- 
parts. So are Kromekote and Lus- 
terkote. 

Basically, though, lithographers 
like uncoated papers for mellow, soft 
reproductions. Let’s face it, printers 
can’t lay down lovely halftones on 
uncoated papers—nor do they pre- 
tend to, so lithographers cash in on 
this point-of-difference. You can't 
blame them. 

As a contribution to progressive 
litho art, papermakers have im- 
proved the makeup and general 
quality of their standard-wove offset 
papers, and they’ve introduced a 
number of “bonus-type” papers in 
the bargain. 


> To begin with, all offset papers are 
brighter. They’re whiter. They’re 
more opaque. Why? To improve 
printed results. To make the printed 
message more legible. That these pa- 
pers will perform on the nation’s 
presses, has long been taken for 
granted. And they will! 

Recently there has arrived the 
very pleasant race among papermak- 
ers to provide “premium” whiteness, 
“premium” brightness and “pre- 
mium” opacity. (Slight extra charge 
for the “premium” feature.) Some 
manufacturers have achieved “ultra” 
whiteness and “ultra” brightness 
with fluorescent dyes—optical bright- 
eners. However they do it—paper- 
makers don’t use mirrors—reproduc- 
tion is improved 100°. Increased 
readability is substantial. Improved 
opacity of the paper means increased 
legibility of the message on the sec- 
ond side of the paper. And clever 
direct advertising artists enjoy a 
field day with the whiteness of these 
“premium” papers as the  back- 
ground for their designs. 

Terrific is the word to describe 
effective use of “premium” virtues. 

One or two manufacturers of these 
kinds of papers have added cover 
papers to match, to aid and abet the 
printing designer in his quest for 
better backgrounds. 

More attention is paid to improv- 
ing the qualities of dimensional sta- 
bility, to proper moisture content, 
to equalizations of strength with and 
across the grain because press per- 
formance benefits. 

I repeat, everybody profits from 
progress. 


>For years and years paper manu- 
facturers have experimented to 
achieve likesidedness in their papers. 
Likesidedness meaning, to the eye 
the finish on each side of the paper 
looks alike. Meaning, whiteness—or 
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Weaving color into the home 


One of the most difficult of all graphic arts 
problems is the faithful reproduction of 
texture, pattern and color in textiles. 

To meet these exacting standards, many 
manufacturers and their printers rely on the 
superior printability of Oxford Papers. 


Your Oxford Merchant will gladly show you 





samples of salesmaking pieces. 


xford Papers 


For your next letterpress job 


Polar Superfine Enamel 


OXFORD PAPER COMPANY 


* WEST CARROLLTON, OHIO 
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POLAR SUPERFINE ENAMEL, finest of Oxford 
enamel papers, has unexcelled gloss, bright white 
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New York, N ¥. . 


color with no undertone and exceptionally pleasing 


appearance. It provides maximum smoothness and a 
superb printing surface. Polar Superfine is admir- 
ably suited for highest quality color process and 
black and white halftone reproduction. 


TWO VALUABLE AIDS 





(1) The new OXFORD PAPER SELECTOR CHART is a time-saving master guide 
to the right grade for each purpose. (2) The new OXFORD PAPER COST CAL- 
CULATOR gives the exact cost per 1000 sheets for all common weights and sizes. 


Ask your nearby Oxford Merchant or write us direct. 


OXFORD PAPER COMPANY, 230 Pur 
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W. H. Smith Paper Corp. 
Henley Paper Co. 

Wyant & Sons Paper Co. 
Carter, Rice & Co. Corp. 
The Mudge Paper Co. 


Wilcox-Walter-Furlong Paper Co. 


Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Storrs & Bement Co. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 
Henley Paper Co. 
Bond-Sanders Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marguette Paper Corporation 
The Whitaker Paper Co. 
The Johnston Paper Co. 
The Whitaker Paper Co. 
Ihe Cleveland Paper Co. 
Cincinnati Cordage & Paper Co. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co. 
Green & Low Paper Co., Inc. 
Storrs & Bement Co. 
Henley Paper Co. 
MacCollum Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co 
. Louisville Paper Co. 
Western Newspaper Union 
; Roach Paper Co. 
Blake, Mofttitt & Towne 
Blake, Mothitt & Towne 
Louisville Paper Co. 
Caskie Paper Co., Inc. 
C. H. Robinson Co. 
Louisville Paper Co. 
Everglades Paper ¢ 
Allman-Christiansen Paper ¢ 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Letfholm Co. 
Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co. 


o. 


oO. 


Corp.) 
Storrs & Bement Co. 

Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Ihe Whitaker Paper Co. 
Blake, Moffitt & Towne 
Western Paper Co. 

Atlantic Paper Co. 


Wilcox-Walter-Furlong Paper Co. 


Blake, Mofttitt & Towne 
General Paper Co. 
Brubaker Paper Co. 


C. H. Robinson Co. 
Blake, Mottitt & Towne 
Carter, Rice & Co., Corp. 


Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Mottitt & Towne 
Bermingham & Prosser Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
Western Newspaper Union 
Blake, Moffitt & Towne 
Blake, Mottitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Western Newspaper Union 
Bermingham & Prosser Co. 
Blake, Moffitt & Towne 
Bulkley, Dunton & Co. 


(Division of Carter, Rice & Co. Corp.) 


Mill Brand Papers 

Paper House of New England 
Blake, Moffitt & Towne 

Blake, Moffit & Towne 

; Tampa Paper Co. 

. Paper Merchants, Inc. 
Blake, Moffitt & Towne 

John Floyd Paper Company 
Div. Carter, Rice & Co. Corp. 
The Mudge Paper Co. 


OXFORD MIAMI PAPER COMPANY, 35 Eust Wacker Drive, Chicago 1, Il 


Mills at Rumford, Maine, and West Carrollton, Ohio 





color for that matter—is identical or 
nearly identical side-to-side. Mean- 
ing, printability side-to-side is uni- 
form. 

The goal is elusive. No doubt about 
it. But . . . some manufacturers have 
achieved an enviable degree of like- 
sidedness. Among the lower-priced 
papers — papers that are made in 
long-runs and at high speeds—the 
visual appearance of likesidedness is 
more than ordinarily elusive. Makers 
of fine-quality papers don’t face the 
same difficulty. 

As I said, some manufacturers, 
even those making lower grades, are 
whipping two-sidedness. Some 
printers and lithographers already 
exploit progress made in this direc- 
tion to their advantage. Operators of 
perfecting presses—presses that print 
both sides of paper in one operation 

know the score. Likesidedness is 
important to them. The more like- 
sided the paper, the fewer the ad- 
justments of the ink fountain press- 
men must make when printing the 
second side of the paper. 

Pigmentizing, mentioned before, 
contributes handily to likesidedness. 
Ink lays down on a “film” instead 
of on sized fiber. Remember? 

Many colored bond papers, for in- 
stance, have long been distinguish- 
able by their two-sidedness, with the 
underside—the wire side, the “wrong” 
side of a paper—lighter in color than 
the felt side—called the “right” side 


>And another desirable improve- 
ment—one that couldn’t be over- 
looked in any round-up of paper 
trade advancements—is the recent 
history of groundwood papers, mean- 
ing papers made from groundwood 
pulp. Newsprint, for instance, is 
made from 80° groundwood fibers 
and 20° unbleached sulphite or 
semi-bleached sulphate fibers. Other 
groundwood papers made for peri- 
odicals, catalogs and books use vary - 
ing combinations of these fibers, up 
to 50°. groundwood. 

Genuine factors of printability 
have been built into these papers by 
specialists among papermakers. Some 
of these groundwood papers can be 
lithographed, supreme test of their 
pressworthiness. 

The importance of groundwood 
papers in the graphic arts world of 
the future can be looked upon only 
with admiration for papermakers’ 
skill. 

Keep your eyes on groundwood 
papers—you won't be sorry you did. 


>I wouldn't be fair to this project 
if I didn’t salute the advanced use 
of color in paper. Color stylists, color 
specialists, participate in the fash- 
ioning of a line of papers—text paper, 
cover paper, coated book paper, 





Here’s a 
money-making thought 
for the New Year 


Or Mt eee ee 
message in BUSINESS WEEK . 
CTP eae Meal 


THE SATURDAY EVENING POST 
for January 15. 
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Printing upers 
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coated bristol, bond, ledger, what- 
have-you—just as they do in telling 
milady what she should wear to be 
stylish and how she should decorate 
her house to be stylish. 

Take a peek at all the popular text 
papers on the market and see if you 
don’t detect a similarity to the wide 
array of colors House and Garden 
considers the official 1955 palette. 
Upholstery fabrics, rugs, drapes, 
paints are color-styled much in the 
mode of paper you use for your 
advertising. A manufacturer of col- 
ored, coated papers recently showed 
his new line. Color-for-color it 
matches the colors of the paint chips 
in a folder advertising the 1955 line 
of a prominent maker of paints. 

This same paper manufacturer sat 
in on a sneak preview of colors now 
gracing 1955 motor cars. His own 
new colors and the motor car manu- 
facturers’ were almost identical. 

So ... fashion-minded papermak- 
ers are making it possible for adver- 
tising designers to use fashionable 
colors in paper as important design 
elements of pictures they create. 


> Again being fair to this review 
project also means talking about the 
broadening list of sizes and weights 
papermakers and their distributors 
now consider standard. Standard 
meaning regularly made, regularly 


stocked both at mill and at local 
merchants. 

True, the advent of new press- 
sizes in large numbers has dictated 
this expansion of papermakers’ mer- 
chandising practices. Nevertheless, 
it represents good business, again 
for everyone concerned. Advertisers 
can benefit from this standardizing. 
Printers and lithographers who have 
installed these new-size presses as 
they are introduced, also keep in 
stock the standard sheet-sizes to fit 
the presses. Savings in buying are 
possible. Advertisers share in these 
savings. 

The last few years also saw a new 
and desirable practice of packing pa- 
per in cartons, catering to the spe- 
cial needs of lithographers. There is 
a saving of 25¢ a hundredweight 
over previously standard policy of 
packing in cases. Now, only a few 
papers are still packed in cases. 
These papers are so packed because 
safe-handling requires the protec- 
tion of the stronger container. 


> Advertisers will be wise to keep 
abreast of developments among 
lightweight, opaque papers. Princi- 
pally, they are 17-22-12-lb. bond 
papers made with a high degree of 
opacity. In most, titanium dioxide is 
the opaquing agent. 


These papers prove their value 


70 TELL MORE Gnd SEU — 
The Curing tht - 


Tell more — show more — sell 
more — save more on Brownville’s 
3 fine lightweights. Tell the complete 
sales story and get plus mileage on 
premium postage. A 17 x 22 Sea 
Foam broadside rides free in regular 
mail. A versatile printers’ paper, 
Brownville handles well, produces 
top-quality color jobs. Ask your 
printer to show you — 


SEA FOAM BOND — 9 Ib. lightweight, first 
sulphite manifold on the market. Ideal 
for second sheets, business forms, stuffers, 
broadsides, folders, etc. 


ST. LAWRENCE OPAQUE — a 12 Ib. light- 
weight bond with opacity and economy 
of weight. Unexcelled for snap-outs, 
multi-copy forms, booklets, price lists. 


STARLITE OPAQUE BOOK — a strong new 
30 |b. lightweight book with maximum 
opacity for fine color work. Tops for 
package inserts and brochures. Dull or 
gloss finish; gloss takes up to 100-screen. 


SEND FOR FREE 
SAMPLE BOOK 
OF EACH PAPER 


Please address Dept. C-] 
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BROWNVILLE PAPER CO. 


The Mill of Fine Lightweight Paper 
Bridge St. Brownville, N. Y. 
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when postage looms as a high-cost 
element in a campaign or in the 
manufacture and distribution of a 
catalog, data book or directory. 


In many cases the 12-lb. bond rep- 
resents weight-savings over other 
papers that could be used for the 
purpose. This point is worth the in- 
vestigation of advertisers using large 
quantities of mail advertising. 


> When factors of cleanability and 
washability are essential, say for 
covers of books used frequently on 
work benches, in kitchens or in 
schools, plastic coated papers are de- 
sirable. One such paper is Hammer- 
mill Dura Glo. 


When strength is a factor in the 
production of an advertising piece, 
merchandising fact tag, or hard- 
wearing booklet cover, papers like 
International Paper Co.’s Springhill 
papers—tag, index and bristol—must 
be considered. Low cost, they are 
made on the expansive machines 
now operating at great speed in the 
Southland. Into these papers is built 
the strength and printability factors 
of many more costly papers. Much, 
much more will be heard from the 
South’s papermakers in the years to 
come. Almost all better-known 
manufacturers are establishing plants 
south of Mason-Dixon where raw 
products for papermaking abound. 

Not in the general category of 
cover papers, but cover papers nev- 
ertheless, are imitation leathers, 
pyroxylin (plastic) coated grades 
like Kivar and Pajco. Soilproof, 
washable, sturdy, these good look- 
ing, leather-embossed covers are 
first rate for price lists, catalogs and 
reference books. 


> Introduction of heat-seal label pa- 
pers presages the making of an en- 
tirely new market for labels of all 
kinds. These- typical label papers— 
coated-one-side, super calendered 
and English finish—are treated with 
a thermoplastic coat on the under 
side that reacts to varying degrees 
of heat. Some heat-seal papers are 
designated as “instantaneous.” Oth- 
ers as “delayed action.” Already a 
number of machines have been 
manufactured to affix heat-seal la- 
bels to all kinds of shapes of con- 
tainers and all kinds of products. 
Several manufacturers of gummed 
papers and gummed products have 
converted some part of their label 
paper production to the demand for 
heat-seal papers. 

This development bears watching 
by users of labels in large quantities. 


> Reproduction proofs play so im- 
portant a part in the preparation of 
copy for the camera—whether it be 
photoengravers’ or lithographers’— 





art directors and production heads 
have clamored for “better” surfaces. 
I mentioned before that Kromekote 
and Lusterkote were favorites in the 
advertising trade. But so, too, is a 
new development called Relyon. 
Matte in texture, Relyon provides a 
subtle cushion for clear, sharp re- 
productions of type. Moreover, if 
art must be introduced on the same 
sheet, Relyon’s surface is com- 
patible. 

While on the subject of Relyon, 
it's worth mentioning that it also 
provides a perfect background for 
Varityped copy, which, in most cases, 
serves as original for subsequent re- 
production. 

Yes, everybody who uses paper 
knows full well the value built into 
every pound of paper, however in- 
expensive, however costly. Post- 
Korea manufacturing has witnessed 
many worth-while improvements 
technologically and esthetically. 
Used properly, these factors bid fair 
to serve their masters profitably. 

In my closing comments, I urge 
you, because you use so much paper 
in your advertising, to make it a 
habit to keep abreast of goings-on 
in the paper world. Your printers 
and your lithographers consider it 
essential business practice to watch 
the paper market like a hawk, for 
signs of new opportunities to be ex- 
ploited. Why don’t you? 44 


New Cardboard Envelope 
Buyer's Guide Offered 

A handy selector guide for en- 
velopes has been produced by Gaw- 
O’Hara Envelope Co. (Chicago). The 
“Envelope Buyer’s Guide” is a con- 
veniently arranged cardboard selec- 
tor with line drawings that demon- 
strate the actual dimensions of all 
standard size and styles of envelopes 
available in coin, commercial and 
open end envelopes. 

Another section of the guide illus- 
trates 27 different types of special 
envelopes such as business reply, 
theater ticket, baronial announce- 
ment, pass book, double film pocket, 
etc. In addition, the oversize enve- 
lope used to mail the guide illustrates 
a variety of different styles and sizes 
of envelopes. The envelopes shown 
on the guide range in size from 134x 
2%” to 8144x1114”. 


For your copy circle No. 501 on the 
Reader’s Service Card inside back cover 


Byron Weston Offers 
New Reference Guide 

A new edition of “Weston’s Red 
Book,” a condensed catalog and ref- 


erence book for users of quality, rag 
content bond, ledger and index pa- 








Prominent Users of Strathmore Letterhead Papers: No. 114 of a Series 


roe 
This AMF Pinspotter sets, clears 
and re-sets bowling pins, the 
Pindicator* flashes hits, and balls 
are returned in a continuous, 
fully automatic operation! 
*T.M 


© 


AMERICAN MACHINE & FOUNDRY COMPANY 


The highest scorer ts QUALITY! 


The AMF Automatic Pinspotter is only one of the new machines which 
the ever-expanding American Machine & Foundry Company has intro- 
duced in recent years. Before World War Il, AMF only made special 
purpose machines for the bakery, textile and tobacco industries. During 
and since the war it has produced a great amount of military equipment, 
and has entered several other fields with new divisions devoted to the 
manufacture of such products as bicycles, generators and relays. 


Because AMF insists that all its products must meet rigorous perform- 
ance standards, its development programs are exceptionally thorough. 
The Pinspotter, for example, was perfected after exhaustive research 
and years of field testing. A similar high quality standard applies to 
all AMF business procedures, symbolized by its choice of Strathmore 
Paper for its letterhead. 


When you examine Strathmore Letterhead Papers, it becomes obvious 
why countless prominent firms have selected them for their correspon- 
dence. Strathmore craftsmanship adds immeasurable expressiveness to 
a letter. and its quality defines the fine character of its user. Ask your 
supplier to show you samples of your own letterhead design on 
Strathmore papers. 


STRATH MORE LETTERHEAD PAPERS: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond. Alexandra Brilliant. Bay Path Bond, Strathmore Writing. Strathmore Bond 
Envelopes to match converted by the Old Colony Envelope Company, Westfi d. Mass. 


STRATH MORE THIN PAPERS: Strathmore Parchment Onion Skin, Strathmore Bond Onion Skin, 
Strathmore Bond Air Mail, Strathmore Bond Transmaster. 


STRATHMORE 


MAKERS OF FINE PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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THE COVER |PAPER 


that defies time|and wear! 


Surpasses all other covers 

for toughness, durability and beautiful 

range of colors. Its soil resistant surface is 
matchless for clear, sharp printing impressions. 
It embosses well, folds neatly. Ideal for 
catalogs, manuals, portfolios and other 


printed pieces. 
SEND 
FOR FREE SAMPLE 
BOOK! 


Holyoke Card & Paper Co. , 
Springfield, Mass. 


Kindly send [_] Sample book 
showing 11 colors. [_] Sample sheet 
for making up dummies. 


Street 


HOLYOKE CARD & PAPER COMPANY 


95 FISK AVENUE SPRINGFIELD, MASS. 
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“Did You Say 21,000?’ 


That’s right!—AR’s 21,000 

readers include key executives 

in all recognized agencies and all 

listed advertisers with an ad budget of 

over $25,000. Solicit a bigger share of 
this $3 billion market with your sales message in 


ADVERTISING REQUIREMENTS 
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pers, has been published by Byron 
Weston Co. (Dalton, Mass.). The 
handy, 44-page pocket-size manual 
contains several sections of special 
interest to paper buyers: 

e An illustrated description of the 
making of rag papers. 

e A guide to “selecting the right pa- 
per for the purpose.” 

e Carton packaging schedule. 

e A list of names for sizes of ledger 
paper. 

e An abridged dictionary of paper 
terms. 

e Mathematics of paper figuring. 

e How to find the grain of paper. 

e A chart comparing book paper 
weights with bonds and ledgers. 

In addition to these general refer- 
ence sections, the Red Book contains 
a cataloging of the Weston line and 
special information concerning it. 


For your copy circle No. 502 on the 
Reader's Service Card inside back cover. 


Mead Folder Illustrates 
New Letterhead Designs 


Seven examples of modern letter- 
head designs are shown in a new 
Mead Corp. (Dayton, O.) folder, 
which also describes Mead’s line of 
letterhead stock. 

The designs were created for 
varied businesses, including a bank, 
a job printing shop, a motel, a 
laundry and an advertising agency. 
Each of the designs is shown in 
color, and the typefaces used are 
identified. The matching envelopes 
are illustrated with each letterhead. 

The folder is printed on one of 
Mead’s letterhead stocks, Mead 
Cockle Bond, white wove. In addi- 
tion, the folder lists available colors 
and other types of bond produced 
by the company. 


For your copy circle No. 503 on the 
Reader’s Service Card inside back cover 


“This one is okay too, Mac, but I wish 
you'd hurry up and hire that new proof- 
reader!” 





PREMIUMS, PRIZES & SPECIALTIES 


ow Advertisers 


nd Agencies Buy 


ontest Prizes 


Sales incentive contests have become an 


important promotion tool. Last year 62% of 


the national advertisers conducted prize contests. 


Sales incentive contests, one of the 
oldest methods for spurring salesmen 
to greater effort, are enjoying a hey- 
day. In the past year, 62% of the na- 
tional advertisers conducted one or 
more prize contests. 

This was one of the most important 
points revealed by a survey con- 
ducted by AR. We asked 500 adver- 
tisers and 500 agencies about their use 
of contest prizes and came up with 
some interesting answers: 

e Most of the contests (51%) are 
conducted for the advertiser’s sales- 
men. 


e Others are conducted for distribu- 
tors (31%), dealers (14%) and con- 
sumers (4%). 

e Most advertisers plan more 
(46%) or the same number (37°) 
of contests next year. 

e Merchandise prizes are by far the 
most popular. 

e The majority of agencies regularly 
advise clients on the purchase of 
merchandise to be used as contest 
prizes. 


> One good indication of the interest 
in this subject was the high percent- 


age of returns from advertisers and 
agencies surveyed—32% from adver- 
tisers: 23% from agencies. 

While the survey didn’t attempt to 
isolate any specific factors behind this 
growth in the use of contests as a 
method of promoting sales, there is 
good reason to believe that a large 
share of the credit must go to sup- 
pliers who have provided the tools 
and know-how for staging successful 
contests. In recent years, a multitude 
of firms have made it a business to 
help advertisers get the most from 
their contests. 

A good example of this kind of 
service is the help offered by various 
airlines. Several of the leading air- 
lines are prepared to assist adver- 
tisers in organizing the complete 
operation of a contest (which will, of 
course, offer vacation trips by air for 
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the winners). They not only help in 
lining up the mechanics of the con- 
test, but offer a variety of promotion 
materials. 

Then, too, there are many firms 
which specialize in contests alone. 
During the past few years, they have 
developed their services to such a 
fine degree that anyone wishing to 
stage a contest need do little more 
than set up the budget. Most of the 
other details are taken over by these 
contest specialists. 


> This kind of supplier assistance has 
made contests a big business. Where- 
as a few years ago the majority of 
sales incentive contests were rather 
unprofessional in character, today 
most of them have the atmosphere of 
a “big time” operation. 

This same factor is probably the 
reason for a trend toward greater use 
of merchandise prizes for contests. A 
few years ago it was a major head- 
ache for most contest managers to 
line up and promote anything but 
cash prizes. Today, it is frequently 
easier to use merchandise. 

With it easier to “try out” a con- 
test, many advertisers have had a 
chance to get their feet wet .. . and 
have liked the results. 


>To get a clear picture of contests, 
AR asked a representative cross-sec- 
tion of national advertisers these 
questions: 
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1. Has your company conducted 
one or more prize contests during the 
past 12 months? 


e Yes . . 99 

e No .... 63 
Total replying 162 
2. Were they for: 

e Your own salesmen 75 

e Distributors 46 

e Dealers 21 

e Consumers 6 
Total replying 148 


(Many contests embrace more than 
one category.) 


3. Will you use more or fewer con- 
tests in 1955 than in 1954? 


e More 33 
e Same number 27 
e Fewer . . 12 

Total replying 72 


4. Who in your organization us- 
ually originates the idea of conduct- 
ing a contest? 


e Sales manager 30 
e Advertising manager and/or 
sales manager 25 
e Advertising manager or sales 
promotion manager 22 
@ Sales promotion manager and 
sales manager ~ a 
e Staff decision 3 


e Adveriising manager for con- 
sumers, sales manager for 
trade ...... 1 






New low-cost item for large-scale distribution wherever crowds gather 
for out-door activity! Smartly styled sun-shader in red, white ’n blue; 
cool, comfortable, lightweight, adjustable to any headsize, adult’s or 
child's. Large imprint area on visor does a real selling job for you 
during happy leisure hours — and it’s a grand premium idea in large cereal 
or meat cartons — because “it packs flat but in a jiffy it’s a hat”! 


jn Wiaate Maco 


Write or wire for samples and prices * 493 C Street, Boston 11, Mass. 
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Next Month 


Because of the increasing interest in 
sales incentive contests as reported in 
the accompanying article, the February 
AR will carry a special follow-up fea- 
ture, “So You Want to Run a Sales Con- 
test," by George Biderman. 

Mr. Biderman discusses such important 
features of sales contests as setting up a 
budget, using outside experts, selecting 
prizes, determining the scope of the con- 
test, timing, etc. This special article will 
also give several examples of how lead- 
ing advertisers are using sales contests 
to good advantage. 


e Merchandising manager ... 1 
e Sales manager and president . 1 
e Committee aaa 

Total replying Sh 87 


5. Who makes the decision as to 
the nature, number and cost of the 
prizes to be awarded? 


e Sales manager ..... 38 
e Management team . 14 
e Advertising—sales 12 
e Group decision . 8 
e Advertising manager 6 
e Sales promotion manager 6 
e Sales manager and sales pro- 
motion manager . ie 
e Advertising manager for con- 
sumers, sales manager for deal- 
ers and salesmen .. 2 
e President ............... 2 
e Vice-president in charge of 
advertising and sales 1 
e President, sales manager and 
advertising manager . 1 
e Sales manager, president 1 
e Board of directors 1 
Total replying 94 


6. Do these usually consist of cash, 
merchandise or services, 
tours and travel? 
Merchandise 
Cash and/or merchandise 


LL” 

All three . 

Tours and travel . 
Merchandise or travel 
Merchandise or services 
Bonds and merchandise 
Cash and travel . 

Cash or company stock 
Cash, bonds or merchandise 
Travel and company stock 
Total replying . 
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7. Who places the actual order for 
goods or services to be used as con- 
test prizes? 


e Advertising department . 35 
e Sales department 13 
e Sales promotion department 9 
e Purchasing department . 9 
e Advertising or purchasing 3 
e Sales or advertising manager 3 
@ Manager sales coordination . 1 
e Merchandising manager ; 





e Manager of sales training .......... 1 
OF EN akc eeccccsccmenignen! |B 
Total replying ee 


8. Does your advertising agency 
participate in planning your contests? 

No 

Yes 

Sometimes 

To some extent 

Prepares promotion 

Only when it involves our dis- 

tributors 1 

Total replying 98 


9. What is the most popular prize 
you have ever offered in a contest? 
Cash 
Travel 
Merchandise 
Watches 
Automobiles 
Clock-radios 


Cameras 


The following were also men- 
tioned: wardrobe, $100 suit, televi- 
sion set, company stock, rifles, bi- 
cycles, electric clock, liquor, luggage, 
gourmet food hamper, space ship, 
tickets to ball game, household ap- 
pliances, kitchen utensils, Can-O- 
Mat with magnet, and a prize con- 
sisting of an orange grove, car, pony 
and cart. 


> Agencies were asked these two 
questions: 


1. Do you regularly advise clients 
on the purchase of merchandise to be 
used as contest prizes? 
e Yes 90 
e No 12 
e Occasionally 9 
e Some clients 4 

Total replying 115 


2. Do your clients consult you on 


“Reardon . . . I was just going to give 
you this 21-jewel gold watch as a prize 
for your year's sales record, but I see by 
the watch that it’s time for you to get 


back to work.” 


ONE SOURCE 


for Premium 
or Prize Plan 
Ideas and 

Merchandise 


* Million-dollar stock of nationally adver- 
tised prizes and premiums 


* Ready-to-use catalogs and broadsides 


e 


* Streamlined, trouble-free premium plan 
administration facilities 


* Seasoned incentive counselors 


Write for new sample premium catalog 


fans edi nei 


DEALER PREMIUM PLANS 
CONSUMER PREMIUM PROGRAMS 
TRADING STAMP PREMIUMS 
SALESMEN INCENTIVE PLANS 
TRAVEL—SPECIAL CONTEST AWARDS 


PREMIUM DIVISION 
1104 So. Wabash Ave. - Chicago 5, Ill. - WAbash 2-9465 


Beluap & Thompton., Sue, 


INCENTIVE CENTER + PALMER HOUSE + CHICAGO 3, ILLINOIS 
STate 2-6181 


\ 
Iniynio™ 


. for more details circle 578, page 109 
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FRIGEE-MAID ; 
ICE BOX COOKIE MOLDS 


Easy to store, use . . . Frigee-Maid Ice 

Box cookie molds give you greater sales 

punch. Flambeau’s service and _relia- 

bility guarantee faster profits with qual- 

ity premiums! ; 

~~ TIDEE-MAID 
DELUXE 


‘ a 
re ) 


SEWING 
BOX 
Women are thrilled with this sales- 
building complete sewing box, a record- 
smashing sales builder every woman 


wants! Write: 


—S 











PIONEER — 
Balloons 


O/ 


Tb) ae 


Smart Theatre Operators 
Use Balloons to... 


© Increase box office receipts 

@ Offer inexpensive 
premiums for families 
with kids 

® Publicize movies all over 
the town 


Because 


PIONEER Qualatex Balloons 


® are inexpensive, easy to 
distribute oa 
@ have real toy value as premiums \PARENTS; 
1 
® carry name of your movie ~ 
and theatre far and wide Ko [oe 
‘> Guaranteed by 
Good Housekeeping 
745 soveanste 


Write today to... 


\: dodual | tHe PIONEER RUBBER 


é COMPANY 
BALLOONS ae Tittiq Road ° _— gale 


. . for more details circle 636, page 109 






Get ideas, samples and 
imprint information from 
our Premium Dept. 
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the specific items to be purchased for 
these purposes? 


RO art Se a 98 
i al acl 8 
@ No ....... Ghiainiccianicasthnidepenibabtinkians 5 
@ Some clients do ...........0.000000...... 4 
II ices sectkcceletaeeinnc ties 1 
Pe PI noses octiciessmcnals 116 
44 


Lloyd Maritz Enterprizes 
Offers Travel Prizes Book 


A merger of the travel incentive 
facilities of Todd Enterprises (New 
York) and Lloyd Maritz Enterprizes 
(St. Louis) has resulted in a series 
of incentive travel house parties de- 
scribed in a booklet, “Travel Prizes,” 
available from Lloyd Maritz Enter- 
prizes. 

Listed are all-expense paid trips 
and parties ranging from a five-day 
all-expense New York City House 
Party at $140 per person to a 40-day 
all-expense “Round the World” 
House Party at $2,950 per person. 

A companion book which is also 
included lists suggestions for prize 
awards, awards for wives, novelty 
programs and other incentives. 


For your copy circle No. 504 on the 
Reader's Service Card inside back cover. 


Premium Exposition 
Opened in Chicago 


A one-stop shopping center for 
premium users has been opened at 
216 S. Wabash in Chicago. Called 
the “Premi-O-Rama,” the center 
is described as the world’s first per- 
manent premium and advertising 
specialty exposition. Space has been 
provided for 186 exhibitors. 

All display spaces are of a stand- 
ard size—8’ high x 5’ wide x 18” deep 





Typical Exhibit . . . This premium display 
is typical of the 186 units in the perma- 
nent Premi-O-Rama exposition in Chi- 
cago. 





—and rent at $600 per year. Rental 
includes utilities and cleaning serv- 
ices as well as various special serv- 
ices such as the use of conference 
facilities, listing in a Premi-O-Rama 
exhibitors’ directory and a weekly 
list of buyer-visitors for follow-up. 

Show hours will be from 9:00 a.m. 
to 5:00 p.m. on Mondays, Wednes- 
days and Fridays and from 9:00 a.m. 
to 9:00 p.m. on Tuesdays and Thurs- 
days. Advertisers and agencies are 
invited. 

Among the exhibits will be hun- 
dreds of items for the home, out- 
doors or the office. 

An executive advisory committee 
includes men from all phases of the 
premium and specialty business. In- 
cluded are Bob Ferguson, Henri, 
Hurst & McDonald; Sherman Tucker, 
Tucker Lowenthal Co.; Earl Butler, 
Green Duck Co.; Gordon Gold, Pre- 
mium Specialties; Bob Singer, Olian 
Advertising Co., and H. B. Reed, 
Delrick Margarine Co. 

Additional details are available. 


For your copy circle No. 505 on the 
Reader's Service Card inside back cover. 


Pearce Parkhurst Offers 
Specialty Catalog Sheets 


A plastic hosiery and lingerie dryer 
that allows milady to “hang ’em” 
anywhere is one of several specialty 
items described in a catalog sheet 
offered by Pearce Parkhurst Enter- 
prises (Lansing, Mich.). The com- 
pany, which represents more than 
1,700 specialty manufacturers, will 
answer requests on any specific item. 

The catalog sheet being offered 
also includes descriptions of Rite- 
point lighters, a Night-Life pencil 
that glows in the dark, coin holders 
and key chains, ash trays, a handy 
tissue dispenser that fits car sun 
visors, a plastic sleet scraper and a 
plastic auto license sign. 


For your copy circle No. 506 on the 
Reader's Service Card inside back cover. 


Dremel Hobby Tools 


Offered as Premiums 


Dremel Mfg. Co. (Racine, Wis.) 
has made available for premium 
uses its 20-year-old line of hobby 
and production tools, which includes 
a complete group of small power 
tools designed specifically for the 
do-it-yourself family. 

Other Dremel tools which the 
company believes are adapted for 
use aS premiums are a motor-in- 
hand grinder, two sander-polishers, 
a low-cost electric coping saw and 
a new electric jig-saw with a built- 
in rotary motor. 

Catalogs and complete details are 
available from the company. 


For your copy circle No. 507 on the 
Reader’s Service Card inside back cover. 














LABELING & PACKAGING 


Packaging 


and 


Color TV 


An expert says that there are far too many misconceptions concerning 
color tv—especially when it comes to package design. 


By Edward J. Bennett 


Supervisor 
NBC-TV Graphic Art Department 


There is probably no subject of 
more timely interest to the packag- 
ing industry, no subject that offers 
more of challenge and promises 
greater rewards, than color tele- 
vision. 

In 1952, tv’s share of national ad- 
vertising in all media was only 7%. 
In 1953, it rose to 9%. But by 1956, 
the year after next, it will attract at 
least 20° of all money spent on na- 
tional advertising. A major factor in 
this astonishing growth is the advent 
of color. 

Through color tv, for the first time, 
the advertiser can bring his product 
into his cuctomers’ homes in full 
realism. The first concern of the 
advertiser, agency, package designer 
and producer is, naturally, the effect 
color tv will have on their packages. 


> Among the questions we are fre- 
quently asked at NBC are... 
e “What limitations will color tv 
place on the package designer?” 
© “Does color make it necessary for 
us to redesign our packages?” 
e “How will color tv affect our 
packages?” 

There are few do’s and don’ts for 


color tv. There appear to be far more 
misconceptions. Let’s tear them apart 
here. 


>I could say the usual things, such 
as electronic color can only work in 
your favor, or that your package in 
color will become a definite mark of 
identification for your product, but 
let’s go into it a little more deeply. 

Apart from the factor of visual 
color itself, there is another aspect 
of color tv. This is the construction 
of the color screen. As you know, 
the black and white screen is com- 
posed of parallel lines. The color 
screen is composed of thousands 
upon thousands of tiny clusters of 
dots . . . rather like color printing 
processes. 

This makes for better and truer 
reproduction of detail. Because of it, 
sensitive details that were sometimes 
unclear in b&w tv will no longer be 
lost with color tv. 


>This fidelity to detail gives color 
tv the illusion of a third dimension. 
This also can work to the advantage 
of the package designer. The old sys- 
tem of always holding the package 
face-on to the camera, so that only 
the front label appears, can now be 
modified. 


The package can be reproduced 
from all angles, with the result that 
the side walls will gain in im- 
portance. This new color dimension, 
when applied to live demonstration, 
will dramatize and feature the de- 
sign more effectively than b&w can. 
Design will have to be more care- 
fully studied for sales value, but 
this is all to the good. 

Designers will discover that color 
tv offers no greater difficulties than 
any other medium, and possibly even 
fewer. At least there will be no more 
limitations than are now imposed by 
the various other reproduction proc- 
esses. Designers have learned to de- 
sign with an understanding of the 
materials used in their packages, the 
printing processes employed and the 
photographic reproduction. 


>There is no need for redesigning 
especially for color tv. The RCA 
color cameras have reproduced a 
wide variety of packages with no 
real problems. The best packages re- 
produce best. This is also true of 
any form of reproduction, 

This is because color vision is 
normal vision . . . it shows the object 
as it exists in reality. The viewer 
need not try to imagine the object’s 
colors from a b&w reproduction. 
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Focus on the Product . 
put on the product, but at the same time 
an effort was made to stay within the 


. Emphasis wes 


established middle-tone range 


Naturally, the color of the package 
must be related to the product being 
sold, and it must also appeal to the 
viewer's preferences. This is aca- 
demic, of course, but worth repeat- 
ing. The results of the packaging 
expert’s work have been visible on 
store shelves and in magazine ads 
for some time and will become even 
more important on the color tv 
screen. 


>We know that several manufac- 
turers, when they have become ac- 
quainted with color tv, have looked 
at their packages with fresh eyes. 
They have studied them for greater 
readability and a better color mes- 
sage. But we must remember that 
the package will be seen at the same 
time both in color . . . by viewers 
with color receivers ... and in b&w 
.. . by viewers without color sets. 

This puts the package design to 
a real test. A comparison of the 
package as seen on tv, whether in 
color or b&w, with the actual live 
package itself, will show that the 
ones with simplicity and good value 
definition win the maximum viewer 
readability. 

Suppose the manufacturer, having 
studied his package, decides its mar- 
keting power can be improved. He 
wants it redesigned. This brings us 
to the matter of color values. When 
we're putting together a show at 
NBC, we work for good color and 
when that is established, the b&w 
picture is pleasing, too. 


> But the whole subject goes deeper 
than that. About the first require- 
ment in designing for color tv is the 
establishment of a color value range. 
Assuming a complete value range 
of 1 to 10, we discovered in b&w 
that our best results came when we 
eliminated the extremes of light and 
dark and worked within the range of 
2 to 8. This allowed us to maintain 
our middle value and get a maxi- 
mum accuracy of reproduction. 
When designing for color we also 
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work within a value range, but more 
narrow than that used in b&w. This 
is not an important limitation be- 
cause we have considerable added 
flexibility. By this I mean we can 
select any color, any number of 
colors or any intensity of color we 
desire . . . so long as we maintain 
the value range. 

Or we can also select any color 
key we desire—high, middle or low— 
provided we stay within our chosen 
key. That is, we could use 1 to 5, 
or 4 to 8, or 5 to 10. 

But once we jump out of an estab- 
lished value range with a highly 
contrasting value, there is a lack of 
balance and a corresponding ten- 
dency to lose color. Dark colors be- 
come darker, and light colors wash 
out. Here is our control to good 
color. 

If a loss of color is detected when 
televising the package, we know im- 
mediately that a value adjustment 
will correct the loss. This value ad- 
justment need not be made on the 
package itself. 


= o NTH T TT 





Drama in the Name... This well known 
trade name, always shown in colors, ap- 
pears equally dramatic in color or in black 
and white for tv 


color design. 


. the test of good 


>If this sounds like a contradiction 
to the statement I made saying that 
the color cameras reproduce any 
package at its best, the contradiction 
is only apparent, not real. We have 
successfully reproduced packages 
that have great contrast. There are 
several ways of doing this. 

One way is by controlling the 
background value, or the environ- 
ment surrounding the package. By 
choosing a middle value for the area 
surrounding the package, we bal- 
ance the high value contrast of the 
package design itself, bringing the 
whole picture into harmony. 

Another means at our disposal for 
creating a value balance is the use 
of lighting. By using studio lighting, 
we can change the value key of an 
entire package display. Lighting per- 
mits unlimited possibilities of value 
adjustments. 

We may spotlight the package and 
pull down the value of the back- 
ground, depending on the specific 
value correction desired. Or we can 





cast a shadow, created by the pack- 
age, which will add dark, realistic 
tones to the composition and thus 
create a value balance without sub- 
tracting from the contrast of the 
package design. 

Lighting is used further to estab- 
lish mood for the package’s environ- 
ment. Through the use of lighting, 
we have been able to present suc- 
cessfully metallic, glass and glossy 
coated packages both in limbo com- 
positions and live demonstrations. 
On a color show one day last Octo- 
ber we featured five new automo- 
biles on one set . . . without spraying 
down one piece of chromium or 
glossy surface. Controlled studio 
lighting has allowed us to present 
innumerable “on the air” commer- 
cials of products such as aluminum 
foil, stainless steel electric appliances 
and highly reflective, all white 
products. 


> We are faced with an exciting new 
future in color. We are often asked 
at NBC if we are to publish a code 
or standard for the selection of 
colors. Our answer is no, for it ap- 
pears that such a standard would 
be not only unnecessary but highly 
restrictive. The selection of color is 
creative . . . and should continue 
to be. 

It is the combination of technical 
knowledge, physical equipment and 
audience availability that is going to 
make color tv another great selling 
medium. As you can see, color tv 
has a few do’s and don’ts—and there 
are a lot of misconceptions, which 
I have tried to dispel here—but in 
short the many effects the medium 
will have on packages will be con- 
structive. 

For one, it will reproduce pack- 
ages better than they have ever been 
reproduced before, with truer defi- 
nition of detail and a new dimension. 
And it will give packages a stronger 
sales value than they have had be- 
fore. They will assume a greater 
proportion of the selling job. 44 





Changing the Contrast . . . Because this 
package design employs strong color con- 
trasts, the reds were lightened and the 
whites grayed to establish a value range 
and get accurate color reproduction. 











The Right Background . . . Here the se- 
lection of the right background assured 
perfect reproduction of every detail and 
color of this Oldsmobile. 


¢--—- 


Develop Dulling Spray 
To Cut Glare for TV 


Too much shine in a television 
studio can be disastrous—it “burns” 
the picture or destroys details. To 
eliminate the glitter of metal ob- 
jects, Krylon Inc. (Philadelphia) has 
developed an aersol-packaged spray 
that gives metals a dulling coat. 

According to the company, the new 
spray is harmless to any surface and 
can be removed easily by wiping with 
a soft cloth. The spray was intro- 
duced at Station WPTZ-TV (Phila- 
delphia) to eliminate the glare from 
a chrome hub cap for a tire commer- 
cial. Application of the Krylon pro- 
duct immediately solved the glare 
problem, the company reported. 

Krylon also suggests that the spray 
makes a good coating for glossy 
photos that are to be shown on tv. 
The company expects to see an even 
greater use of the spray when color 
tv becomes more frequent, it said, 
because the problem of glare is more 
acute on color telecasts. 44 


Bell & Howell Announces 
Multi-Speaker Recorder 


A new table model tape recorder 
with a multiple speaker system has 
been announced by Bell & Howell 
Co. (Chicago). Called the “Music 
Festival,” the new model is similar 
to the Columbia-Bell & Howell unit 
announced a few months ago. 

Among the key features of the 
new unit are: 

e Four speakers—two 8” woofers for 
low tones and two electrostatic 
tweeter speakers for high tones. 

e Three separate motors—one each 
to drive the capstan which pulls the 
tape past the sound head, the feed 
reel and the take-up reel. The use 
of three motors permits faster for- 
ward and rewind operations and 
eliminates “wow” and “flutter.” 

e A program indicator which quickly 
locates each recording on the tape. 





e Drop-in threading. 
e Dual speed operation — 334” and 
742” per second. 

Two models will be available—a 
dark mahogany set at $299.50 and 
a blond mahogany set at $314.50. 44 


Booklet Presents Winning 


Entries in Putman Awards 


Winning entries in the 1954 Put- 
man Awards competition have been 
condensed and published in a 52- 
page booklet by the Putman Pub- 
lishing Co. (Chicago). Each of the 
top ten entries has been condensed 
to outline the following: 

1. The sales problem 

2. The job assigned to advertising 
3. What was done 

4. The results 

Specific facts and figures are pre- 
sented with each brief to give the 
reader a concrete picture of how 
these ten winning companies demon- 
strated the effectiveness of their ad- 
vertising in selling their products or 
services to industry. 

Single copies of the awards book- 
let are available free to qualified ad- 
vertising managers, sales managers 
and agency executives connected 
with industrial advertising. Addi- 
tional copies are $3 a copy. Write 
Putman Publishing Co., 111 E. Dela- 
ware Pl., Chicago 11. 44 





PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2 FRISKET 


Given up on prepared frisket. products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on. for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
enuine E-Z Frisket has 
he rubber base adhesive 
especially formulated for 
retouching Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roli 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 














FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


Lek 20) 


2 WEST 4 REET NEW YORK 
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Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. I am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you use the reply card in 
the front of the book to enter your 
own personal subscription at once. 


















PLUS SMALL COST 
OF REPRODUCING YOUR ART 


MAKE YOUR CLIENTS BUDGET HAPPY with 


ANIMATED 
TV SLIDES ON FILM 4g 


Why use STILL SLIDES when you can get action — zooms, 
flashes, wipes, etc., at this low price 


10 SECONDS $10 FIL 


1332 Se. Wabash, Chicago, Ill. 


7 











Send For A 
Sample Reel Today 
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ART & PHOTOGRAPHY 





The Story Behind 


An Outstanding Advertising Photo 


¢» 


It took plenty of ingenuity to produce the dramatic illustration 


featured in an RCA Victor Christmas gatefold advertisement. 


By Jack M. Williams 

Manager 

Advertising & Sales Promotion 
RCA Victor Television Division 
Camden, N. J. 


RCA Victor has worked on many 
a difficult color advertisement over 
the years, but few have posed the 
unusual problems of the five-page 
gatefold which appeared in the Nov. 
27th Saturday Evening Post. 

This gatefold, totaling three pages 
in color and two in black and white, 
marks one of the few times that 
three pages in color have been run 
off on a single plate in a magazine 
such as the Post. 

Our first problem was to develop 
an ad that would command major 
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impact as a Christmas shopping 
guide for all RCA Victor consumer 
merchandise. Preferably, it had to be 
laid out in such a manner that it 
could double as a separate mailing 
piece. 


> We finally decided that the use of 
the gatefold technique would best 
answer this dual purpose. But to 
translate the layout of the ad into 
the three page spread of the gatefold 
meant putting several transparencies 
together. It meant delicate work, but 
the Photography Place Studio (New 
York) and the Knapp Engraving Co. 
thought it could be done. 

The first photograph was complex. 
We shot 16 television sets, four 
models, two sleds as a separate pic- 


RCA VICTOR 


ture. Because of the depth of focus, 
the camera had to be approximately 
15’ high and 60’ back. To prevent 
distortion, a special lens had to be 
obtained. 

Lighting was particularly tricky 
because the normal incandescent re- 
quires long exposure in view of the 
abnormal area being lit. Any move- 
ment by the models would be ruin- 
ous. The answer to this was special 
Strobe equipment. For color correc- 
tion later on, we consulted with ‘our 
engraver on color separations on the 
various plates. 
> The Christmas tree was shot sepa- 
rately. Then, we had shelves built 


and photographed the radios and 
phonographs on these bare plat- 


RA 


fie ® 


TELEVISION 
RADIO 
“VICTROLA” PHONOGRAPHS 
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forms. The shelves were then 
blanked out so that the merchandise 
fell into a perfectly pre-aligned posi- 
tion on the tree. 

The background was shot sepa- 
rately also and we worked the star 
figures in by suspending them from 
above so as to catch light reflection. 

As a guide for the engraver and 
for presentation analysis, special 
11x14” transparencies were assem- 
bled between glass as one unit to 
give the finished effect. 


> We also had to work closely with 
the Post in arriving at a substitute 
for the normal 120 screen which was 
not fine enough for our purpose. We 
settled for 133 screen. 

The final problem of composing 
the photograph involved developing 
a satisfactory method of stripping 
the different color elements together. 
To prevent the appearance of edges 
in the finished photograph, the final 
shot was composed photographically 
of continuous tone positives. Once 
they were composed in the positive 
stage and the necessary retouching 
completed, it was possible to follow 
normal engraving steps, such as 
positive to screen negative, then to 
printing on metal, to etching, to 
finishing, and finally to proofing. 

The large set with the sleds and 
television sets was adapted and 
changed so as to be used in other 
media such as Life, Better Homes and 
Gardens, The New Yorker, Sunset, 
and others. This change posed prob- 
lems also, in that double pages and 
single pages were employed, thus 
necessitating extra revisions. 

All in all, it was a brilliant team 
effort on the part of all concerned— 
the photographer, the engraver, and 
our working colleagues at Kenyon & 
Eckhardt. 44 





It was Complicated It took a lot of 
delicate work and ingenuity to produce 
RCA‘s special gatefold Christmas ad. The 
striking illustration that was developed is 
the same as the one that appears on the 
opposite page. In this picture, however, it 
is shown as it was adapted for a poster 
Getting the illustration took a number of 
complicated shots. The first photo (top) 
used four models, 16 tv sets and two 
sleds. Then the Christmas tree and stars 
were photographed separately (center) 
Shelves were built and the radio models 
were set up and shot (bottom). Later the 
shelves were blanked out and the sets 
appeared to sit neatly on the limbs of the 
tree. The final picture was composed pho- 
tographically of continuous tone positives, 
eliminating any appearance of ‘’edges.”’ 
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anyone can cc 


Hand-Lettering 


with a 


VARIGRAPH 


Mae 


All the ‘‘heads'' and sample 
styles in this ad lettered 
eg by Varigraph 


Sans. Ser ic 


Caslon @ yEnglish 


ony shape any S1Ze 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 16 


VARiIGRAPH CO., INC. 


MADISON 1, WISCONSIN 
. for more details circle 667, page 109 


for Your 
House Organ 


Continuity in 
advertising and 
personnel relations 
pays real divi- 
dends. A good 
house organ, inter- 
nal or external, 
can help establish 
your program on a 
sound basis. 


it needn't be 
expensive. Offset 
printing is versa- 
tile, eliminates cuts, 
permits more im- 
aginative art, 

ee practi- 
cally any copy 
photographically. 


| 

| 

| 

| 

| 

| 

| Whether you have 

| a house organ or 

| a ves 
should see the vari- 

| ety produced by 
RCS as shown in 

| 
your FREE House 

| Organ Idea Kit. . . 

| including low-cost 
planographed 

| issues and the 

| —e price 
ist for 

| black-and-white! 

| 

| 


Please rush my FREE copy of the RCS 


House Organ Idea Kit to: 


eam 
OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 


aia 
Ain 


LS 
_ . for more details circle 642, page 109 
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Next Month 


Publication of Vincent Tajiri’s article, 
“How to Crop Pictures,” originally sched- 
uled to appear in this issue, has been 
postponed until the February AR to per- 
mit publication of the timely feature on 
RCA Victor's unusual Christmas adver- 
tising photo. 

Next month, photographic expert Tajiri 
will show in words and pictures how 
proper cropping can help make adver- 
tising photos more effective. 


Volk Studio Issues New 
Round-up of Stock Art 


The second annual round-up of 
clip book art has been produced by 
Harry Volk Jr. Art Studio (Pleas- 
antville, N. J.). The latest volume is 
a collection of the most popular il- 
lustrations contained in the monthly 
issues of the Volk stock art service 
during the past year. 

The 5x8” volume has 56 glossy, 
one-side pages containing a variety 
of classifications, including announc- 
ers, agriculture, autumn, buildings, 
Christmas, circus, cooking, do-it- 
yourself, entertainment, gimmicks, 
holidays, industry, landmarks, re- 
ligion, sports, vacation, and others. 

The volume sells for $10, which 
permits any use of the drawings 
without extra reproduction fees. 44 


Introduce New Material 
For Transparent Overlays 


A transparent overlay, called Sel- 
Art “Prepared” Aéetate, which re- 
portedly will take any medium that 
flows and will not chip, peel or 
crawl, has been introduced by A. 
Seltzer & Co. Inc. (New York). 

Sel-Art is designed to meet the 
transparent overlay requirements of 
commercial artists, film animators, 
designers, etc. According to the man- 
ufacturer, it will take any make or 
color of ink, transparent dyes, water 
colors, air brush, retouching grays, 
indelible inks and works with any 
style of pen, brush or other instru- 
ments used by artists. Even when 
folded, the manufacturer claims, the 
painted surface will not crack. 

Sel-Art is available in three sizes: 
11x14”, 35¢; 14x17’, 70¢, and 20x24”, 
$1.25. Samples and additional details 
are available. 


For your copy circle No. 508 on the 
Reader’s Service Card inside back cover 


Bourges Offers Trial Kit 


To help artists determine how best 
to use its cost-cutting methods for 
preparing artwork, Bourges Inc. 
(New York) has introduced a special 
Get Acquainted Package. Included 


are adhesive sheets for clean, quick 
layouts; Transopaque sheets for line 
separation; black and white sheets 
for highlighting and retouching pho- 
tographs; regular Bourges sheets for 
preparing color copy completely sep- 
arated for camera; instructions, and 
all necesary working tools. The kit, 
available from art supply dealers, 
sells for $5. 44 


Local Outdoor Poster 
Competition Planned 


Entries in this year’s annual Local 
Outdoor Advertising contest must 
be received before Jan. 15, the Out- 
door Advertising Assn. of America 
(Chicago), the contest’s sponsor, has 
announced. Awards will be made for 
the outstanding outdoor campaigns 
and copy ideas used during 1954 by 
local advertisers. 

First, second and third awards will 
be made in nine different divisions 
of the contest, covering both 24- 
sheet posters and painted displays. 
Award plaques in each division will 
go to the advertiser, the agency, the 
artist and the outdoor advertising 
company. The contest is open to 
OAAA members only. 

The association has issued a con- 
test rules booklet. Copies are avail- 
able by writing to the Outdoor Ad- 
vertising Assn. of America, 24 W. 
Erie St., Chicago 10. 44 


Graphis Annual Again 


Shows Outstanding Art 


The third “Graphis Annual” has 
made its appearance to again en- 
chant and enlighten with its col- 
lection of world-wide advertising art. 
Though slightly less inclusive than 
the 53/54 annual, “Graphis Annual 
54/55” is still an “Encyclopedia 
Britannica” of advertising art, pre- 
senting 714 examples culled from 19 
nations. 

Examples of almost every type of 
ad art are shown: posters, magazine 
and newspaper ads, catalogs, book- 
lets, book jackets and record covers, 
menus, direct advertising pieces of 
all varieties, calendars, letterheads, 
film art, television slides and com- 
mercials, and packages. 


The annual is again edited by 
Walter Herdeg, editor of the well 
known Swiss magazine, Graphis, 
which sponsors the annual, and 
Charles Rosner, head of London’s 
Sylvan Press and art director of 
Balding & Mansell. 


> American admen probably will ex- 
perience a different reaction in leaf- 
ing through this year’s annual. The 
art examples no longer strike the 











American eye with their strange- 
ness or uniqueness. The avant-garde 
feeling is gone. Several of the ex- 
amples pictured are ones that have 
won art director’s awards in the 
U. S., while many others, represent- 
ing a variety of countries, are quite 
similar in concept and execution to 
art currently appearing in U. S. ads. 
Apparently, the U. S. has been bor- 
rowing art ideas from its European 
cousins—and there’s undoubtedly 
been some lend-lease of American 
ideas to advertisers abroad. 

Another trend noticeable in this 
edition is the preponderance of 
poster style art. It appears in every- 
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shown below. 






The problem of achieving color uni- 
formity on painted bulletins appearing 
in wide spread markets has found a 
neat solution in the method developed 
by Maurice Smith, art director of Bu- 
chanan and Co. Inc. (Los Angeles). Mr. 
Smith has miniatures of outdoor bulle- 
tins for his agency's clients, Western 
Air Lines and Convair, produced by silk 
screen. 


















































These miniatures, approximately 
27x9” in size, carry the art to be used 
on the bulletins plus a panel of color 
blocks, which the bulletin artists fol- 
low in producing the finished product. 
Previously, color transparencies of the 
art were supplied to poster plant artists. 
However, uniformity of color was rarely 
achieved due to different interpretations 
of the transparencies. 









































Artists familiar with silk screen re- 
production prepare the subject in scale 
in flat tones, tusche of a flat tone being 
used to obtain a halftone effect. Each 















































Only *32% by Air Coach! 











Bulletin Miniatures Insure Color Uniformity 


SAN FRANCISCO 


thing from booklets, calendars, tele- 
vision commercials and newspaper 
ads to packages. Along with this is 
a tendency toward the light or 
humorous touch. The majority of the 
examples show a bit of whimsy or 
exhibit a feeling of fantasy—with 
cartoonists like Britain’s Ronald 
Serle and America’s Steinberg hav- 
ing a field day. 

This year’s annual preserves the 
attractive format of previous edi- 
tions with the welcome addition of 
20 more color plates. 

Hastings House (New York) is 
the U. S. publisher. The price is 
$12.50. 44 


ed * phat : a 


Color Guide . . . This 27x9” silk-screened miniature with a panel of 15 color 
blocks is used by outdoor bulletin artists to produce posters similar to the one 


color used is placed as a swatch at 
the bottom of both art and print, which 
enables the silk screen printer and 
poster plant artist to match and mix 
colors accurately before application. 
Uniformity of color matching is thus 
achieved in a minimum length of time. 

In the outdoor bulletins for WAL and 
Convair, 16 to 18 colors are frequently 
used. Each color is separated visually 
for the miniature silk screen reproduc- 
tions and a hand-cut stencil is made. 
Wherever an area is too minute to cut, 
the silk screen artist copies the detail 
with a brush on a transparent overlay 
and a photographic film is made. 

Each poster plant covering the area 
served by the client involved is sup- 
plied with a silk-screened copy of the 
subject. The art is reproduced without 
territorial copy. Individual copy for 
each territory is supplied as an overlay. 
The miniatures are produced by Gangi 
Studios Inc. (Los Angeles). 




















Quantity Photos 


100 


8x10 Prints 


¢ 
Only 8 ; Ea. 


IN LOTS OF 100 
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Photography 


PRODUCT 
ADVERTISING 
INTERIORS 
EXTERIORS 
INDUSTRIAL 
PUBLICITY 
COMMERCIAL 


BUFFALO® 


a 


PHOTO COMPANY 


152 W. Huron Street * Chicago 10, Illin 


And you can make graphs 
yourself quickly, easily 
and save the cost of the 
Kit with your first chart 

. without ever touching a pen! 


Translating information into chart form is the best 
way to sell your story quickly and dramatically 
and NOW—with Chart-Pak—everything you need 
is printed on rolls of tape! You roll on dotted lines, 
bars, figures, dates. You can’t make a costly error 

it can be taken up as quickly as it is put down. The 
ayerage charting time is minutes—the cost—far 
léss than other methods. And you or your secretary 


can do it 


_ 













Try 


a A complete kit with twenty-eight 


‘aati 300” rolls of many patterns and 
. colors is only $34.50 


y 


mace mast CHART-PAK, INC. 

100 Lincoln Ave. « Stamford, Conn. « Dept. 94A 
Rush that Chart-Pak information to: 

Nome 

Compony 

Address 
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Pletal Tole aed 
complete kitchen facilities, can 
accommodate up to four room 
settings simultaneously. 


2. Specially designed cameras 
, 2 permit direct exposure of full 40” x 60” 
negatives—the largest film made: 


— 3 3. With oversize developing 


tanks, even huge color separations 
are readily processed and controlled. 









4. 23 work tables—the largest, 
most modern color separation and 
art department of any 

Oro) Tea a ot me lalalime (oli e 





5. Unique lighting method with 

rheostat control assures more 
intense, more even light for 
better plate exposure. 


6. A battery of custom-built 
presses incorporate special features 
that assure better register 
and ink distribution. 


7. Precision cutting and trimming 
—the final touch on a 
quality collotype printing job. 


Daw 8. Production is controlled 
2 F from a separate in-plant 
1) _— “close to the job” office. 





9. Constant temperatures, plant 
s humidity and air conditioning is 
' controlled and maintained 
by hourly checks. 


Although we are proud to number 
many of the country’s leading 
national advertisers among our valued 
friends and customers, we also do 
OLE TCL aa AE) OLET TT a 
those advertisers with lesser 

budgets. Regardless of the size of 

atom UM me me eed 

OEM AGL Eee e tt tae ie me en 


advice from Black Box. 
com 





AVenue 3-0262 
WEVA @HIRG@M BLACK BOX COLLOTYPE STUDIOS, INC. 


Our New Address: 
4840 W. Belmont Ave., Chicago 41, Illinois 


Kalamazoo Cincinnati St. Louis 


<acae Rana ey ie Conferences SUT client 
discussions take place in tastefully 


furnished, air-conditioned surroundings. 





BIG NAME~ 
NATIONAL ADVERTISERS 
HAVE MADE 


pLACK BOX COLLOTYPE 


THE BIG NAME IN SCREENLESS PRINTING 





Some people call it Photogelatine . . 
others refer to it more correctly as Collotype. 





But, by whichever name you know it, 
Collotype — Black Box Collotype gives you the most economical method for 
Screenless short run printing. Wherever large pictorial areas are used 
and the run is short, you will find the right answer with 
Collotype . . . the perfect answer for jobs up to 40” x 60” size. 


Each day more and more advertisers are choosing Black Box Collotype, 
and small wonder, because Black Box produces quality printing 
worthy of the largest, most critical advertiser 
at a price within the framework of the smallest budget! 


So, if you’re not familiar with the Black Box Collotype process, 
write us today. Or, if you’re in Chicago, stop by and see America’s newest, 
most modern printing plant . . . the plant that Collotype built. 


Either way, we'll be glad to give you the details of this 
lineless, screenless printing method that gives such perfect 


reproductions . . . and saves you money besides. 


WHEN YOU SHOULD 


BUY COLLOTYPE PRINTING . 
Black Box Collotype Studios, Inc. 


4840 West Belmont Ave., Chicago 41, Illinois 


1, Whenever you have Ektachromes, black and white 
photographs, drawings, paintings or any other artwork to 
reproduce in continuous tones without the presence of any screen. *Please send me more informat ion on your Collotype process 
and include work samples of national advertisers. 
Advertiser Ad Agency Display Mfr. Printer 


2. When you have short runs of 100 to 5000 (especially 
in full color) and in sizes up to 40° x 60’. 


3. When you have large pictorial subjects Firm 


TM sel ee tll ae lai te 


3 : Address 
mal) te T Ue Medi t 


(for backlighted displays) City 


Signed by 
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Take Your Choice .. . Stan Sawyer, Capt. Jet of CBS-TV’s ‘’Space Funnies,’’ surveys 
the wide variety of pictures, arrayed on a board at the press preview, so that editors can 
take their choice. The council is one of the sponsors of ‘’Space Funnies.”’ 


Preparation the Key... 


Planned Publicity Program Reaps Rewards 
For Toy Guidance Council Annual Showing 


By David Taylor Marke 
Assistant to the President 
Toy Guidance Council Inc. 

New York 


Preparation is to promotion what 
mustard is to the hot dog. Without 
the former, the latter becomes taste- 
less and falls flat. With it, you can 
develop an interest few editors can 
resist. The proof lies in the most 
successful press preview ever run by 
Toy Guidance Council. 

More than 200 newspaper, maga- 
zine, radio and television report- 
ers passed through our exhibit of 
American-made toys, handled and 
discussed our 104 educator-approved 
Prestige Toys, as well as the hun- 
dreds of others on display. 

For two days prior to the preview, 
and up to 1 p.m. the day of the pre- 
view all major wire services, New 
York newspapers, radio and tele- 
vision networks and theater news- 
reels had their photographers and 
cameramen shooting the exhibit’s 
toys. In addition, out-of-town news- 
papers requested photographs and 
stories from us. 


>The hundreds of clippings now 
flooding our offices show that the 
wire services sent stories and photos 
to their more than 3,400 member 
newspapers. The major New York 
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newspapers carried our story. 
CBS-TV featured our toys on three 
local and nationwide broadcasts; 
NBC-TV, on five; WABD-TV, on 
two; WPIX-TV and radio stations 
WOR and ABC, on one each. The 
theater newsreels were shown 
around the country. 

Furthermore, as a result of our 
press preview national magazines 
and newspaper supplements of the 
leading services featured the toys 
in articles preceding Christmas. 

All this didn’t grow like Topsy. It 
meant setting up objectives, a target 
date, planning procedure for photo- 
graphic coverage that would insure 
each newspaper, wire service, maga- 
zine, radio and tv cameraman exclu- 
sive working space and the undi- 
vided attention of our staff. It meant 
scheduling models of the right age 
at the right time and supplying edi- 
tors who could not take their own 
pictures with the kind they could 
use in their publications. 

Our objectives were simple: 

e To bring to the attention of the 
toy-buying public the playtools that 
would be on sale this coming Christ- 
mas. 

e To publicize the 104 Prestige Toys 
chosen as outstanding by our com- 
mittee of child development experts. 
e To indicate the trends in toys now 
emerging. 


© To emphasize that, as an independ- 
ent business organization, our aim 
was to get the right playtools into the 
hands of the right children at the 
right time. 

Our target date was July 14—Press 
Preview Day. Why this day? Because 
our research determined that (bar- 
ring any unforseen headline-grab- 
bing event), our story would not con- 
flict with any other newsworthy 
story. We knew also, that many out- 
of-town women’s page editors would 
be in New York this week to attend 
various fashion showings and we 
hoped, with sufficient advance notice, 
to have them with us at the same 
time. 
>Three weeks before the preview 
our first release went to the news- 
papers, magazines and other outlets. 
This was merely a brief announce- 
ment of the date and place where the 
“Nation’s Newest Playtools” would 
be shown for the first time. Many 
newspapers found this brief note 
newsworthy enough to print in their 
papers. 

The same release carried a note to 
photo editors. We urged them to make 
appointments for their photogra- 
phers well in advance so that the 
maximum of free space and coopera- 
tion could be offered them. We ad- 
vised them we planned to set up spe- 
cial studios and that we would have 
child models present according to 
their specifications. No pictures, we 
told them, would be permitted at the 
press preview, but only on the two 
days and the morning preceding it. 
We promised them, regardless of 
when the photos were taken, they 
would all bear the same release date. 
There was little, if any, response from 
photo editors at this time. 

One week later, formal invitations 
to attend our press preview were 


Perfect Pose .. . The council was careful 
to select the ‘‘right’’ model—like this 
expressive little girl—to get good poses 
with each of its featured toys. 








Real Skates .. . Author David T. Marke, 
assistant to the president of the Toy 
Guidance Council, shows Nancy Grace 
of the Louisville Courier-Journal the 
““‘real’’ skates on one of the dolls at the 
toy exhibit. Editors from all over the 
country were invited to the council’s press 
preview to see its huge exhibit of toys. 


mailed. These were personally in- 
scribed to a specific person and a re- 
turn card enclosed. This time we 
mentioned the number of toys in the 
exhibit and noted trained consul- 
tants would be on hand to explain 
the educational and constructional 
features of the playtools. Again we 
urged photo editors to make their 
assignments early. Before the week 
was out we had acceptances from 
more than half the editors. Several 
of the wire services called to arrange 
time for photos. Wherever a conflict 
in time appeared, we managed to 
substitute another time. 


> Two days after the formal invita- 
tion, another release was mailed. 
This time we indicated the new trend 
in children’s toys was “do-it-your- 
self.” As a “teaser” we listed a num- 
ber of the playtools in the exhibit. 
This proved so interesting that we 
were flooded with requests for photo 
time from all news media, and all 
our time was allotted. We had news 
photographers shooting in all parts 
of the building, yet there was no con- 
fusion and there were enough toys 
and models available for everyone. 

On the day of the press preview 
we handed each guest an eight-page, 
attractively bound book in 
were outlined what Toy Guidance 
Council Inc. is; an enlarged story 
of the toys in the exhibit, with a 
breakdown according to age; a story 
about the 104 Prestige Toys; how to 
select the right toy for the right age, 
and how to buy toys this Christmas. 
This was subsequently mailed to 
editors who could not attend in per- 
son. 


which 
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Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 


MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 


plus other essential services for 
reproducing and projecting color. 
10 east 46th st, 


new york 17, n. y. 


. for more details circle 615, page 109 


in busy art departments 


with CRECCENT 


ILLUSTRATION BOARD 


* See your favorite dealer today, or write for samples. 


CHICAGO CARDBOARD 


1240 N. HOMAN AVE. ° 


COMPANY 


CHICAGO 51, ILLINOIS 
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MAJOR 
PHOTO CO. 


1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 


GLOSSY PRINTS 
1M 65.00 — 500 37.50 
100 8.50 
Roe Te ade) 
aad price list 
om wegucel 
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tore ACROLITE— 


© *‘500"" MATTE Fixative 

(You can work over!) 
© **100"" CLEAR Acrylic 

**600"" Damar Varnish 
® Glossy and Matte BLACK 

and WHITE. Rich Gold and Aluminum 

SOLD AT ART SUPPLY STORES 

Write Today for FREE Literature. 
ACROLITE, INC., Dept. AR, HILLSIDE, N. J. 
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for the particular artist ~ 
«< 
SEND FOR CATALOG 
Number 52 
910 WEST VAN BUREN STREET, CHICAGO 7, ILLINOIS 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 
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Continuities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 
DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 
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HARRY VOLK’S NEW JUNIOR 


CLIP BOOKS 


America stop ready-to-use art service 


just clip and paste Write for sample 
issue FREE! No obligation 

HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 
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X16048 . . . one of the thousonds of our stock pictures 
for $15, with $5 off if you use our credit line 


did you say 


“STOCK”? 


Yes, Baby, Startling Stock Pictures From 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


319 E. 44, New York 17 , 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-171 
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YOUR 
CONVENIENCE 


PADS jor 


At the preview, our staff was as- 
signed specific stations. As each 
guest signed in he was passed along 
to a staff member who accompanied 
him around the exhibit, permitted 
him to handle the toys and explained 
their functions. 

At the back of the exhibit, three 
solid walls were decorated with pic- 
tures of the toys. Weeks before, we 
contacted our exhibitors and re- 
quested permission to take photo- 
graphs for them. We pointed out that 
good commercial shots of their toys 
were not enough. We had to have 
pictures with human interest shot 
by a photographer who understood 
the kinds of pictures newspapers and 
magazines would reproduce. The re- 
sults were gratifying. Many of the 
editors who had not assigned photog- 
raphers of their own were quick to 
pick up those we had taken. So did 
many of the editors to whom photos 
were mailed. 

The press preview lasted from 2 
p.m. to 6 p.m., a short span of time 
indeed. Yet it was preceded by more 
than four weeks of hard work—work 
which is still producing wonderful 
results. 44 


Legal Model Verifax 


Printer Introduced 


A new “legal model” of the Veri- 
fax Printer has been introduced by 
Eastman Kodak Co. (Rochester, 
N. Y.). The photocopier utilizes the 
same basic principles as the Veri- 
fax Printer introduced by Kodak last 
year—its main difference is the abil- 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean. 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where. 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, N, J. 
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HS 


From Your Color Films 


Satisfaction or your money back 
Fast service—high quality. 


KODACHROME 
ANSCO COLOR 
EKTACHROME 


4x5 5x7 
50c | $1 


KODACOLOR prints, 32¢ each 
DUPLICATE 35 mm slides, 25c 

FILM PROCESSING: Ansco-Ektachrome 
120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 
Dept. R15: Box 3521, Georgetown Sta., Washington 7, D. C. 


. for more details circle 595, page 109 


Minimum order $1 
No COD's, please 


Save 40 minutes a day 
specifying type.... 


ity to handle larger-size originals, 
such as legal documents. 

The model can be used to copy 
papers up to 8x14” in size. It is 
expected that the new machine will 
be used primarily in accounting, in- 
surance, law and other offices where 
legal-size documents are regularly 
encountered. The printer is priced at 


AND ECONOMY. 


HERB-ART presents another exclusive 
feature for the studio, artist, designer, 
agencies, etc., — PADS to protect your 
fragile poper and keep them clean and 
like new. Those who have tried to store 
frisket papers and the like, will more than 
appreciate this new feature. 


COLOR- FUL parces 


201 different colors — now 
padded for your convenience, 44 
any 50 sheets assorted to . 

your color selection in one 
full size pad. Easy to use, 


i eS aan Hoto-Reports 


ventory. As) Bapated booklet doseiioes how 

SHEETS 18” x 24” ’ ickles gets pictures and reports 

mae PADS 18” oe oe r — for Advertisers and Editors 
(50 sheets) Send for free copy 


FRISKET PADS SICKLES 


Photo-Reporting Service 
Delicate, thin paper, easily damaged when 


38 Park Pl., Newark, N. J. 
MArket 2-3966 

stored loose, padded between a sturdy 

bock board and strong cover, and slip- 

sheeted for further protection. 36 sheets 

to a pad. 


Transparent overlay alphabets—389 of them—enable 
you to save 40 minutes daily, or more. Exclusive in 
this new 8th edition, useful and practical TYPE BOOK. 
Only in this type book will you find 155 type styles 
PRINTED IN REVERSE, in small sizes. You can 
choose aclean reverse type in six seconds, with the help 
of this page. Also locate any type in this WORLD'S 
HANDIEST TYPE BOOK 8th edition 


Send postal for free information 


F.H. Bartz, 18 W. Kinzie St., Chicago 10 
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PRAELIST aa 


—license pelders—Se.aee 
hunters—322.000 fishermen— 
40.000 en On__ labels. 


9” ms a 3.00 
12” x 18” 5. 00 
18” Ps 24” 


H. Herbert Co 


ART MATERIALS 2; State arranged. Complete list, 
10-63 Jackson Ave., L.I.C. 1, N.Y. 25 ; 
RAvenswood 9.7306 BS “Dammit, Jones, that’s not the kind of ee eee ae 
— model I wanted!” 


NUMBER 


231B 


‘s 
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By Alfred W. Scott 
Advertising Manager 
Standard Pressed Steel Co. 
Jenkintown, Pa. ° 


If you can’t take your customers 
to your testing laboratories to wit- 
ness the superior performance of 
your products—take the test appara- 
tus to them. 

Then use closed-circuit television 
to screen the tests to a maximum 
audience —and you have a show- 
stopping product demonstration. 

That’s what Standard Pressed Steel 
Co., precision fastener and shop- 
equipment manufacturer, did at the 
American Society of Tool Engineers 
Exposition in Philadelphia earlier 
this year. 

It was so successful that the Jen- 
kintown, Pa., company plans to make 
tv-screened product testing an im- 
portant part of future trade show 
exhibits. 


> Using the closed-circuit tv setup 
in its ASTE booth to permit scores 
of people to view the test at one time, 
SPS demonstrated to thousands of 
show visitors the holding power of 
the knurled point of its Unbrako set 
screws in competition with the con- 
ventional cup point. 

Because of the compact nature of 
the test equipment, only three or 


four viewers could have witnessed 
the tests at one time without tv. 

It was a show-down test—right out 
in front of the customers. And when 
the final results were added up at 
the end of the five-day show, SPS 
and tv scored heavily on two counts: 


e Under violent impact and vibra- 
tion, provided by a machine designed 
and built by SPS engineers, the SPS 
knurled points held tight to a man- 
drel more than 48 times longer than 
the cup point screws. 


e On the attendance count, SPS fig- 
ures that about two thousand cus- 
tomers and prospects viewed the test 
demonstrations during the week. In 
addition, the drawing-card appeal of 
tv attracted many thousands more 
to view the many other products on 
display in the 40’ long SPS booth. 


>SPS used RCA “TV Eye” closed- 
circuit television equipment to put 
the tests before so large a mass au- 
dience. A lightweight (only four 
pounds) camera was trained on the 
vibration shaft of the test machine. 
The image was thrown onto the 
screen of a conventional 21” RCA 
receiver on top of the SPS booth. 
Set-up and operation of the closed 
circuit tv system was a relatively 
simple matter. In addition to the 


SHOWS & EXHIBITS 


Closed 
Circuit 
TV 


An exhibitor found that you can take a 
product test to market and, with 
the aid of tv, find a ready audience. 


tv camera and receiver, SPS used 
a single spotlight to illuminate the 
test unit and a public address sys- 
tem, needed to raise the demonstra- 
tor’s voice above the noise level of 
the vibration machine. 

RCA engineers hooked up the tv 
circuit in the SPS booth and in a 
few minutes gave the test demon- 
strators the few simple instructions 
they would need to operate the 
equipment. 


>SPS assigned two men to conduct 
the vibration tests on a_ periodic 
schedule throughout the days of the 
exposition. Details of the test and 
results were announced over a pub- 
lic address system by Raymond N. 
Gruber, SPS director of market re- 
search. Gruber clocked the time 
needed to shake a screw loose, then 
chalked the results on a slate black- 
board in plain view of his audience. 

Gruber was assisted by SPS tech- 
nician, James Attwood, who took 
care of the set-up before each vibra- 
tion test. 

Though highly pleased with the 
results of its initial tv effort, SPS 
has plans to improve the show the 
next time it is aired. The company 
will add a large-dial, sweep-hand 
timing clock to its display panel so 
that all viewers will have an imme- 
diate check on the time taken by 
the vibration test. 44 
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Exhibitors to Exhibit 
At EAC Show for Shows 


A new trade show called Show for 
Shows, to be held concurrently with 
its clinic, has been scheduled at the 
69th Regiment Armory in New York 
City March 8-10 by the Exhibitors 
Advisory Council Inc. 

Designed to provide display build- 
ers, designers, hotel and convention 
managers, rental concessionaires and 
materials manufacturers an oppor- 
tunity to present their sales mes- 
sages to exhibitors and display buy- 
ers, the Show for Shows will employ 
zig-zag aisle patterns and will pro- 
vide exhibitors a chance to employ 
the much discussed cubic content 
method of display construction. 

Additional information on the 
Show for Shows is available. 


For your copy circle No. 509 on the 
Reader's Service Card inside back cover 


Chicago Exhibit Service 
Described by Cannonball 


A folder describing its service in 
handling displays and display ma- 
terials for exhibitors is available 
from Cannonball Inc.’s (Chicago) 
convention department. 

Entitled “Shipping Displays and 
Materials to your Chicago Conven- 


FOR 1955 


tion the Sure Way,” the folder de- 
tails how Cannonball will act as a 
receiver and central storage depot 
for convention materials and dis- 
plays, will coordinate in advance all 
shipments, will deliver shipments by 
truck to convention headquarters 
when specified and will pick up ma- 
terial and ship it according to in- 
structions after a convention. 

Other Cannonball services, includ- 
ing picking up baggage in bulk or 
individually, picking up theater and 
transportation tickets, and providing 
day and night special delivery serv- 
ice between hotels and convention 
halls also are listed in the folder. 


For your copy circle No. 510 on the 
Reader’s Service Card inside back cover. 


Field Office Trailers 
Shown in File Folder 


A folder announcing three new 
additions to its line of field office 
and other trailer units is available 
from International Trailer Co. (Bal- 
timore). 

The folder suggests how a field 
office trailer, accommodating five 
men and with low maintenance and 
upkeep costs and ease of portability, 
can provide the answer when it is 
necessary or desirable to set up a 
traveling office or a more permanent 
type of office somewhere in the field. 


A DISPLAY 


YOU'LL BE PROUD OF- 
utth Pocketbook Appeal! 


The Convention Display problem needn't be as big 

a boost for the aspirin makers as it sometimes is made 
to seem. More than 1200 progressive companies have proved that by ordering 
and reordering practical, good-looking CAPEX Prefab Displays. 


They get the prospect-stopper kind of ‘Selling Showcase” which can really pro- 
duce .. . they have the choice of hundreds of possibilities for original and prac- 


tical design . 


. . they can depend on highly skilled craftsmen for lettering, light- 
ing and construction which meets the most critical standards . . . 


they can set 


up or take down while others are still looking for a crowbar and two or three 


triple-time helpers . 
every time they ship and reship! 


. . yet at the same time they spend less to begin with, less 


Look around at any major show—you'll see that you'll be in good company 


with a CAPEX! 


* SEND FOR “IDEA-STARTER” 


PORTFOLIO, FEATURING NEW 


“CONTINENTAL” DESIGN THEMES (on your letterhead, please) 


CAPEX COMPANY, INC. 
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A feature of the new models is a 
newly-designed chassis which elim- 
inates wheel boxes from the interior, 
thus allowing greater flexibility of 
interior arrangements. 

Complete specifications, diagrams, 
layouts and photographs of the three 
models are included in the folder. 


For your copy circle No. 511 on the 
Reader’s Service Card inside back cover. 


Portable Display Designed 
For Outdoor, Indoor Areas 


Want to attract attention to a used 
car lot, an outdoor exhibit at a state 
or county fair, or a farm implement 
display area? There’s a low-cost dis- 
play kit, developed by Carter & Gal- 
antin (Chicago), that may serve 
your purpose. The kit also may be 
used in a large indoor area, like an 
amphitheater. 

A typical kit is made up of spe- 
cially designed pipe sections that fit 


together to form trilon frames and 
arch gateways. The braced trilons 
stand 10’ high and are held firmly 
to the ground by steel stakes—no 
screws or bolts are required for as- 
sembly—and each trilon, a_ three- 
sided, tapered pillar, is topped with 
a spinner that turns in the wind. The 
central arch gateway requires one 
bolt to put together. 

Shipping weight for a kit contain- 
ing five trilons and one gateway is 
600 lbs. 44 


Two New Books Published 
In AMA Marketing Series 


Two new booklets, No.’s 91 and 

93, “Blueprint for An Effective Mar- 
keting Program” and “Making Better 
Use of the Human Factor in Sell- 
ing,’ have been published by Amer- 
ican Management Assn. (New York), 
continuing its marketing series. 
e “Blueprint for an Effective Mar- 
keting Program” contains two ar- 
ticles. The first, “How to Plan and 
Set Up Your Marketing Program,” 
provides an excellent guide, com- 
plete with pictures and diagrams, on 
organizing and carrying out market- 
ing programs. Although written pri- 
marily about the problems of a sales 
executive, the second article offers 
many helpful suggestions on im- 
proving the functioning and handling 
of problems for men in any type of 
executive position. 





e “Making Better Use of The Human 
Factor in Selling” presents a panel 
discussion on how to get a sales force 
to operate more effectively. It con- 
tains a number of valuable pointers 
on reaching the sales staff and on 
motivating it to produce. 

The booklets are available from 
the AMA, 330 W. 42nd St., New 
York. The price of each is $1.25 44 


Tailoring the Promotion 
To the Show is Explained 


The importance of tailoring pro- 
motions to a specific industrial, trade 
or business show is explained in a 
leaflet available from Show Pro- 
motions Inc. (Detroit). 

The needs of the sponsor, the ex- 
hibitors and their products, the vis- 
itors and the allowable promotion 
budget are emphasized. 

Discussed in the leaflet as four 
cardinal points of show promotions 
are: (1) merchandising exhibit space, 
(2) developing top attendance, (3) 
creating sales for exhibitors, (4) 
boosting your public relations. 


For your copy circle No. 512 on the 
Reader’s Service Card inside back cover 


North American Brochure 
Describes Display Moving 

Door-to-door display delivery 
with little or no crating required is 
described in a brochure offered by 
North American Van Lines Inc. 
(Fort Wayne, Ind.). 

The brochure contains illustrations 
of the company’s padded vans, na- 
tionwide dispatching offices with 
leased wire service and a case his- 
tory picture story of the company’s 
display moving service in action. 

Also included in the brochure are 
descriptions of the company’s office 
moving, machinery and equipment 
moving and storage facilities. 


For your copy circle No. 513 on the 
Reader's Service Card inside back cover 


Navy Tries Out New Idea 
To Get Giveaways Read 


A new way to get visitors at ex- 
hibits to read giveaway literature 
was tried by the U. S. Navy’s Elec- 
tronic Supply Office at an exhibit at 
the Wisconsin State Fair. 

The Navy exhibit was designed to 
inform the public of the work of the 
supply office—which procures and 
distributes all of the Navy’s elec- 
tronic repair parts. Included in the 
exhibit were various Navy training 
devices, among them the tachisto- 
scope or “T-Scope” as it’s nick- 
named. 

An explanation of the T-Scope and 
its use in the Navy was tied in with 





NOW-HOLD SIMULTANEOUS SALES 
MEETINGS COAST-T0-COAST 


Sheraton Hotels Closed Circuit TV Network 


Now management can _ talk 
privately ‘“‘face to face’’ with the 
entire sales force . . . introduce a new 
product simultaneously to dealers in 
all territories ... get reactions and 
answer questions from plant per- 
sonnel scattered all over the country 

all without pulling a single key 
man from his district and without 
paying costly travel expenses! 

That’s Sheraton Closed Circuit 
Television Network, available in all 


SIN THE U. S. A. 
NEW YORK 
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PITTSBURGH 
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Sheraton Hotels (or independent 
hotels in non-Sheraton cities). An 
experienced staff handles production 
details, assists in all planning, in- 
cluding budgeting and analysis. 

LEARN MORE about this newest 
and most modern way to communi- 
cate “in person’”’ at less cost. Write 
for free booklet, “Sheraton Closed 
Circuit TV Network,’’ Sheraton TV, 
470 Atlantic Avenue, Boston 10, 
Massachusetts. 


HERATON 


~~. The Proudest Name in 


©) HOTELS 


(Non-Sheraton cities may also be included in the Sheraton TV Network.) 
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than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING REQUIREMENTS 
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the literature being distributed. The 
T-Scope is used for training Navy 
personnel to increase the speed and 
accuracy of their visual comprehen- 
sion. It projects single words, groups 
of numbers, phrases, etc. on a screen 
for set periods of time. As the Navy 
personnel manning the booth ex- 
plained its use to visitors, phrases 
and numbers were flashed on the 
screen at various speeds to acquaint 
visitors with its operation. After this, 
a complete message was shown on 
the screen to test their reading 
speeds. The visitors were told to 
remember how far they had read 
because afterward they would be 
given a card which showed how to 
determine their reading speed. 

These cards, in addition to con- 
taining the reading test message and 
a scale for figuring the reader’s 
speed, also carried a message on the 
work of the Electronic Supply office 
and an appeal to prospective civilian 
employes and electronic parts manu- 
facturers. As the cards were passed 
out, the T-Scope operator suggested 
that they be taken home to test 
reading speeds of relatives and 
friends. 

The Navy noted that in almost 
every case the giveaway cards were 
folded and tucked away by visitors 
for future reference instead of be- 
ing thrown away. 44 


One always stands out... 


IN EXHIBITS IT’S 


a 


' 


ono 
CORPORATION 





NEW YORK'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


© WRITE FOR BOOKLET A 





JANUARY, 1955 


20 Third Canadian Package De- 
sign Forum of Packaging 
Assn. of Canada—King Ed- 
ward Hotel—Toronto 

26 Point-of-Purchase Advertising 
Institute, research and edu- 
cational committee, one day 
forum—Hotel Roosevelt— 
New York 


FEBRUARY 
10-12 


Advertising Federation of 
America, fifth AFA district 
convention — Biltmore Hotel 
—Dayton, O. 

16 Associated Business Publica- 

tions, annual midwest con- 

ference—Palmer House- 

Chicago 


21-22 Engraved Stationery Manu- 
facturers Assn.—The Green- 
brier — White Sulphur 
Springs, W. Va. 

21-24 Technical Assn. of the Pulp & 
Paper Industry—Commo- 
dore Hotel—New York 

MARCH 

2 Associated Business Publica- 


tions, annual eastern con- 
ference —Roosevelt Hotel— 
New York 
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6-9 Nat'l Electric Sign Assn., an- 
nual convention—Hotel Bilt- 
more—Los Angeles 

8-10 The Exhibitors Advisory Coun- 
cil Inc., Show of Shows— 
69th Regiment Armory— 
New York 


11-16 Advertising Specialty Nat'l 
Assn., spring session— 
Palmer House—Chicago 

27-30 Folding Paper Box Assn. of 
America—Drake Hotel— 
Chicago 

29 Packaging Assn. of Canada, 
third Canadian point of pur- 
chase advertising confer- 
ence—King Edward Hotel— 
Toronto 

APRIL 

4-9 Film Council of America, 
American Film Assembly— 
Waldorf-Astoria Hotel— 
New York 

5-7 Point-of-Purchase Advertising 
Institute—Palmer House— 
Chicago 

16-17 Packaging Machinery Manu- 
facturers Institute, semi-an- 
nual meeting—Palmer 
House—Chicago 

18-21 Premium Advertising Assn. of 
America—Navy Pier—Chi- 
cago 

MAY 

1-3 Life Insurance Advertisers 
Assn., Southern Round 
Table—Dallas, Tex. 

9-11 Nat'l Industrial Advertisers 
Assn.—Sheraton Park Hotel 
—Washington, D. C. 

22-24 Magazine Publishers Assn. 
Inc.—The Greenbrier— 
White Sulphur Springs, 
W. Va. 

25-27 Southern Graphic Arts Assn. 
—Arlington Hotel — Hot 
Springs, Ark. 

25-28 Associated Business Publica- 
tions—Hot Springs, Va 

JUNE 

1-4 Nat'l Paper Box Manufactur- 
ers Assn.—Chalfonte Had- 
don Hall—Atlantic City, N. J. 

5-8 Advertising Federation of 
America — Palmer House 
Chicago 

20-23 Lithographers Nat'l Assn. Inc. 
— Lake Placid Club — Lake 
Placid, N. Y. 

26-30 Advertising Association of the 
West, 52nd annual conven- 
tion—Portland, Ore 

30-July 2 American College Public Re- 
lations Assn. — Drake Hotel 
—Chicago 

AUGUST 

7-10 Int'l Assn. of Printing House 
Craftsmen Inc.—Netherland 
Plaza Hotel—Cincinnati 

15-19 Photographers Assn. of Amer- 
ica, Inc.—Conrad Hilton 
Hotel—Chicago 

SEPTEMBER 

10-14 Screen Process Printing Assn. 
Int'l—Sherman Hotel—Chi- 
cago 

15-18 Packaging Machinery Manu- 
facturers Institute—The 
Homestead—Hot Springs, 
Va. 


Mrs. Homemaker will come to the 
appliance store for a new range or 
refrigerator, but when its comes to 
selling her a complete new kitchen, 
the store has to go to her. Every 
kitchen has its own odd angles, 
nooks, windows, radiators, plumbing, 
gas and electrical outlets that make 
kitchen planning an on-the-spot job 
even for the expert. 

Companies that are in business to 
modernize old kitchens with spark- 
ling new cabinets and more efficient 
work space have developed a variety 
of gadgets the salesman can carry 
with him to visualize for the house- 
wife just how her own kitchen will 
look when it’s re-done. These have 
included modular sets of blocks and 
printed cardboard pieces that slide 
into slots, but salesmen have found 
shortcomings in most of them. The 
blocks were awkward to carry 
around, the cardboard soon became 
bent, frayed at the edges and soiled. 

Now, however, American Kitchens 
Division, Avco Manufacturing Corp., 
has come out with a new “Kitchen 
Personalizer,” developed by Carter 
& Galantin (Chicago), that not only 
answers all the past objections, but 
can probably do more than any 
planning unit yet devised. It’s an in- 
genious combination of cardboard 
and plastic, vinyl samples, measur- 
ing rules, scales, templates, slots, 
slides, pictures and pockets with 
folders—all closing up neatly into a 
zipper brief case just 15x1214x2”. 


> With the Personalizer, an Ameri- 
can Kitchens salesman calling at the 


AUDIO & VISUAL AIDS 


tchens 
INakKit 


prospect's home has everything he 
needs to take measurements of the 
kitchen, map out a plan for cabinets, 
island counters and appliances, build 
up an enticing picture with a three- 
dimension illusion of the remodeled 
kitchen, make quick calculations of 
the exact materials required, esti- 
mate costs and figure the amount of 
monthly time payments. 

Malcolm W. Mitchell, sales train- 
ing director of American Kitchens. 
sparked development of the new 
Personalizer because he needed a 
kit that would automatically train 
the salesman in knowledge of his 
product while it helped sell the cus- 
tomer. 

Construction of the kit required 
a combination of engineering know- 
how, mechanical accuracy and art 
talent. Planning the Personalizer 
involved 36 different layouts. Ten 
of the layouts were for the main 
pages, or sections. The others were 
for the various pieces that slide into 
slots or nest in pockets of the sec- 
tions. In all, there are 110 such parts, 
although some are identical and did 
not require separate layouts. 

The technical graphs, charts and 
scales of the space “measurator” and 
the cabinet selector required some 
ticklish typesetting by Monsen- 
Chicago typographers. The “meas- 
urator,” by means of five pull-out 
plastic strips, provides a quick and 
simple way to total up wall space 
required by kitchen appliances, 
doors and windows, and gives the 
space remaining for cabinets. The 
“cabinet selector” shows the number 


American Kitchens developed a 
handy kit to enable its salesmen 
to do an efficient visual planning 
job right in prospects’ homes. 


of cabinets of specific size that may 
be fitted into any given wall length. 


>To show how the modernized 
kitchen will look, the salesman starts 
with a section containing two slots, 
forming an inverted “V”—two walls 
of the kitchen. Into the slots he 
slides isometric die-cut plastic parts 
depicting range, sink, refrigerator, 
dishwasher, base and wall cabinets 
and other kitchen features, until he 
has built a picture of two walls of the 
kitchen. 

The facing page provides space to 
show the other two walls. He can 
hang another slotted piece onto 
either page to indicate peninsula or 
island arrangements. The isometric 
drawings (not drawn in perspective) 
enable the parts to be completely 


How Will It Look? This American 
Kitchens new ‘’Kitchen Personalizer’’ kit 
enables a salesman to demonstrate to 
the housewife exactly how new units will 
transform her own kitchen. 
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interchangeable without destroying 
the illusion of depth. 

The acetate supplier for the 34 
plastic parts in the kit was Eastman 
Kodak. Die making and cutting was 
done by Mandel Manufacturing Co. 
(Chicago). Plastic parts requiring 
forming were produced by Robert 
Bishop & Co. (Chicago), a Carter & 
Galantin affiliate. 


> Making the movable parts of vinyl 
gives them durability, thinness and 
flexibility, and they may be easily 
cleaned. All these qualities were 
lacking in cardboard. The plastic 
parts, patented by Carter & Galan- 
tin, have index tabs, so that the 
salesman can put them back in 
proper order after use. 

The kitchen cost estimator sheet 
makes another interesting use of 
plastic. A grease pencil that snaps 
into the kit is used to note quantities 
and dimensions on the chart. When 
calculations have been completed, 
the marks may be wiped off. The 
laminated surface was produced by 
Arvey Corp. (Chicago). 

To accommodate the various in- 
serts, sections had to be made thick 
and rigid. Three pieces of chipboard 
glued together provide adequate 
capacity for' cavities. The printed 
surface is 16 pt. Supertuff bristol 
board, mounted on the chipboard. 
The durable bristol board won’t fray 
under the friction of the moving 
parts, and resists surface wear. 


>On the two kitchen visualizer 
pages, the kitchen cabinet back- 
ground was printed on plastic and 
mounted between chipboards. It is 
visible through the die-cut opening 
of the slots. 

The sections and parts, printed in 
two, three and four colors, required 
60 sets of plates, produced by George 
F. McKiernan & Co. (Chicago). 








Space Computers .. . These sections— 


the Cabinet Selector (top) and the Space 
Measurator (bottom) —help the salesman 
estimate how to fit cabinets and appli- 
ances into a specific kitchen area 
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Printing demanded three different 
types of presswork—one kind of off- 
set for printing on the vinyl, another 
for the bristol board, and letterpress 
for some of the paper. 

Service Bindery Co. (Chicago) 
made and gold-stamped the water- 
proof, leatherette case, and also per- 
formed other casework, including 
mounting of the sections and affixing 
snap fasteners for a steel tape meas- 
ure and the grease pencil. A “Kitchen 
Specialist” certificate, awarded only 
to qualified American Kitchens- 
trained kitchen experts, is mounted 
in a brief case cover to identify the 
salesman. 


> Since the job had to be delivered 
on a close time schedule, the logistics 
of production were tricky. Carter & 
Galantin performed all of the com- 
plex revamping, collating and as- 
sembly operations. Some 210 parts 
had to be gathered together. Chip- 




























Cost and Color Estimators 
plete cost of a new kitchen can be figured 
quickly using this chart (top), and color 
combinations are easily worked out with 
the help of vinyl samples (bottom) . 


... The com- 


boards and bristol boards were glued 
to match up exactly for the various 
slots, cavities and movable scales; 
plastic sheets were eyeletted. In- 
serting included not only the plastic 
parts, but also two sets of before- 
and-after photographs furnished by 
the client, specification sheets, a 
brochure, and giveaway folders. 

The counter-top color selector 
section was another exacting as- 
sembly operation. Actual samples of 
Goodyear vinyl may be flipped over 
to show through a die-cut counter, 
enabling the customer to judge their 
appearance when installed. 

Plant and bindery production had 
to be carefully dovetailed to make 
delivery on time. Carter & Galantin 
has produced 2,500 of the units, 
shipped in cartons direct to dealers 
on direction of American Kitchens. 
Price to dealers is $25 per unit. 











Identification . . 
(top) 
“kitchen specialist.’’ The kit also con- 
tains an assortment of giveaway folders, 
which feature the various units. 


. A special certificate 
identifies the salesman as a 


> To make certain that salesmen used 
the Kitchen Personalizer to best ad- 
vantage, Carter & Galantin wrote a 
four-page instruction brochure that 
goes with each kit. 

Mr. Mitchell of American Kitchens 
states the Kitchen Personalizer has 
met with enthusiam from dealers 
everywhere, and is being acclaimed 
as the finest sales tool of its type 
ever produced. “It’s as easy to use as 
shuffling a deck of cards,” he says 
of the compact and easy-to-carry 
demonstrator. 44 








Pocket Size Manual 


For Retail Salesmen 


A handy sales aid for retail appli- 
ance salesmen is the Salesman’s Con- 
fidential Manual, which has been in- 
troduced by I Want to Know Publi- 
cations (Brooklyn). The pocket-size 
manual is indexed by product types 
and includes concise information on 
such subjects as list price, cost price, 
specifications, capacities, etc. 

Included in the product categories 
by brand name are air conditioners, 
dish-washers, disposals, dryers, elec- 
tric ranges, freezers, gas ranges, 
ironers, radios, refrigerators, tele- 
vision and washing machines. 

An example of how the book is 
compiled is the refrigerator section, 
where the following details are giv- 
en: model number, list price, cost 
price, a space where salesman may 
note price changes, cubic foot ca- 
pacity, height, width, depth, freezer 
capacity, indication of whether it has 
automatic defrosting and the num- 
ber of roll-out shelves. 

The Salesman’s Confidential Man- 
ual sells for $25 a year and is avail- 
able from I Want To Know Publica- 
tions Inc., 923 Kings Highway, 
Brooklyn 23, New York. 44 


Getting Extra 


Value 


From Business Films 


e How Amphenol used movie frames to illustrate a folder. 


There are scores of case histories 
that show the value of films and film 
presentations to boost sales. Ameri- 
can Phenolic Corp. (Chicago) goes 
the case histories one better. 

Not only did Amphenol increase 
sales more than 300% through wise 
use of a good film, but the company 
reproduced selected frames from the 
film in a folder to give an added wal- 
lop to the original showings and add 
thousands to its audience. 

Called “The UHF-VHF Television 
Antenna Story,” the Amphenol film 
is a 35-minute sound slidefilm in 
color, which includes 163 slides. Pre- 
pared for Amphenol by Dallas Jones 
Productions Inc. (Chicago), the film 
was designed to provide needed 
knowledge about tv antenna to Am- 
phenol’s dealers and service organi- 
zations. 


> In not-too-technical language, it 
tells how attenuation, refraction, dif- 
fraction, reflection and interference 
affect tv wave travel and how differ- 
ent types of antenna may be best 
used to overcome some of these diffi- 
culties. The seven basic types of tv 
antennas—bo-ty, corner reflector, 
yagi, rhombic, stacked-v, inline and 
stacked inline—are also described in 
detail in the film, with the most ef- 
ficient use for each type. 

The film itself was released in May, 
1953, and during the last six months 
of that year was shown in 43 out of 79 
new UHF areas, with a sales increase 
for that period of 350% for Amphe- 
nol. Similar results were achieved in 


new VHF areas where, although the 
film was shown in only 8 of 66 new 
areas, sales climbed 300% for the 
same six months. 

The film was shown 103 times to a 
selected total audience of 5,681 from 
July through December 1953. 


> The folder which added both wal- 
lop and audience to Amphenol’s film 
showings was an integral part of the 
original planning. It was passed out 
at the initial showing of the film to 
Amphenol salesmen, was used in ad 
copy at the request of dealers, is used 
as a catalog page and as a giveaway 
by the dealers, and is used as a di- 
rect mail piece by Amphenol itself to 
answer requests for 
about its products. 
Designed for catalog use to keep a 
collection of catalog sheets and for 
holding future catalog sheets on new 
Amphenol products, the folder is 


information 


aad TV solegmar 
“a free abe 


punched for the conventional three- 
ring binder. The cover is black and 
across the center simulated tv waves 
in red and black run into a_ white 
circle bearing in red (a continuation 
of the tv “waves”) and black and gold 
the inscription, “TV Antenna.” 

Spotted on the cover are small 
reproductions of frames from the 
film and the following message: 
“Here is the complete story on the 
characteristics and problems of both 
UHF and VHF television with a 
comparison of Television Antenna 
types. Use this folio to maintain your 
collection of catalog sheets of Am- 
phenol UHF-VHF antennas current- 
ly in production and for holding 
future catalog sheets on new Am- 
phenol products to come.” 


>The three-way folder opens up to 
an 111x261” spread which includes 21 
illustrations selected from the “more 
than 155 frames appearing in the 
complete film.” In full color, the re- 
productions are set in three parallel 
black strips to simulate actual film, 
while running commentary appears 
below each picture. 

Reproductions from the film, show- 
ing the seven basic types of antenna 
with descriptions of each, appear in 
simulated film strip form on the back 
of the third page of the folder, while 
the back of the folder itself contains 
a more conventional plug for Ameri- 
can Phenolic Corp. and its products. 
Space is provided for dealers’ im- 
prints under a printed caption, “Dis- 
tributed by.” 

Although technical developments 
have necessitated some changes in the 
original film, it still is being used for 
dealer showings by Amphenol. And 
the folder, of which 150,000 were 
printed, still serves its two prime 
functions: 

e It implements the showing to au- 
diences who have seen the film. 

e In the same simple pictures and 
language as the film, it tells the tv 
antenna story to thousands who 
otherwise might never see the film 
showing. 44 
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Folder Adds Punch to Film 


. Amphenol reproduced 24 frames from its film on tv 


antennas in a folder to highlight the film for dealers and others who did not see the 
original showings. Commentary from the film accompanies each frame 
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Promotions, 
Premiums, 
Prizes, Sales, 
Education 


and many other uses 


42: 
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Stereo-Mailer Vue offers ad- 
justable focusing and inter-ocular 


control — features usually found 


only in high-priced viewers! 


(in quantity) 
COMPLETE 
including 
viewer and 
self-mailing jacket 


Write today for quantity discounts. 
inquiries Invited from Mfg. Reps. 


NESTOR PRODUCTIONS, INC. 


7904 Santa Monica Blvd. Hollywood 46, Calif 


. for more details circle 629, page 109 


iT ae ha id 


“Stereo-Realist’’ type color slides 
duplicated and mounted, Each 75c 
Two or more same originals, Each 60c 
pe wars) aie) 1 ee 2 
FAA LA le 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO. 


. for more details circle 606, page 109 
Typographer Acclaims AR 


“AR now our sole advertising me- 


dium ... had great response from 


every ad ... thank you for excel- 


lent sales job . . .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 


| 








Portable Lectern Makes 
Handy Aid for Speakers 


The Speechmaster, a folding port- 
able lectern of value to persons who 
make speeches, is described in a 
folder offered by the manufacturer, 
Glencraft Products Co. (Otisfield, 
Me.). 

Weighing 4 lbs., the Speechmaster 
can be folded flat to 1442x18” size 
and fits into an average suitcase. For 
use on the platform, it can be set into 
locked position with a flip of the 
fingers. The lectern is strong enough 
for a speaker to rest his weight on it. 

The Speechmaster is bound in Du 
Pont Fabrilite and is priced at $15. 


For your copy circle No. 514 on the 
Reader’s Service Card inside back cover. 


Visual Presentations 
Subject of Brochure 


While a majority of purchasing 
agents prefer visual aids, only a 
small percentage of salesmen use 
them, according to a survey made by 
Purchasing and reported in a bro- 
chure, “Preparing for a Good Sales 
Presentation,” by Sidney Edlund & 
Co. (New York). 

The brochure, which is available 
together with details on other Ed- 
lund materials, lists 18 points that 
should be considered in preparing 
visual sales presentations. 

e Start with a good product, serv- 
ice or idea. 

e List all points that should be im- 
planted in the prospect’s mind. 

e Assemble ample and diversified 
material about each point. 

e Emphasize differences from com- 
petitive products. 

e Support generalities with specific 
examples. 

e Seek a key point around which the 
entire presentation may be built. 

© Develop points in logical sequence, 
using a few headings if there are 
many points. 

® Develop a sales strategy that will 
get immediate action. 

e Write the sales story simply and 
dramatically. 

e Keep the presentation flexible. 

@ Develop good continuity. 

e Appeal to as many senses as pos- 


sible. 


fcr SALES PRESENTATIONS 
and TRAINING PROGRAMS 


6419 North California Ave * Chicago 45 * Phone AM 2-414] 
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Works Both Ways . . . Inserting or re- 
moving sheets in this catalog binder is 
made easy because of a mechanism that 
makes it possible to make changes from 
either the front or back. Produced for 
Goodyear Tire & Rubber Co. (Akron), 
the binder is being used by 600 Goodyear 
salesmen, who find it unnecessary to 
handle more than half the contents when 
inserting or removing sheets or catalog 
sections. The binder was designed and 
produced by the Heinn Co. (Milwaukee). 


e Start with an arresting statement 
or question. 

® Sell the benefits the prospect will 
receive, rather than the virtues of 
the product. 
e Be Sincere. 
oversell. 

e The presentation should be planned 
to assist the salesman to ask for the 
order at proper times. 

e If practical, test the presentation 
under field conditions. 

elf the presentation is visual it 
should not be released for field usage 
until the salesmen have been trained. 


For your copy circle No. 515 on the 
Reader's Service Card ins 


Undersell rather than 


Zip-A-Kit Line Featured 
In New Burkhardt Catalog 
The Burkhardt Co. (Detroit) has 


made available a newly revised cata- 
log listing its complete line of leather 
executive type Zip-A-Kits for sales 
work. 

Designed to carry ready-for-use 
literature, samples, visual selling aids 
and demonstration data, the Zip-A- 
Kits featured in the catalog range 
from simple ring binders to more 
complicated kits with built-in dis- 
play units. 

Complete prices are given on stock 
items, including a wide variety of 
genuine leathers and simulated ma- 
terials. The 20-page catalog also in- 
cludes suggestions on styles and 
materials for specific uses. 


For your copy circle No. 5 n the 
Reader’s Service Card inside back cover. 





Webster Introduces New 
Cinaudio Tape Recorder 


A new tape recorder designed for 
operation with any automatic slide or 
stripfilm projector has been devel- 
oped by Webster Electric Co. (Ra- 
cine, Wis.). Called the Ekotape 
Cinaudio, the new model eliminates 
the need for distracting audible sig- 
nals in making sound-slide or strip 
presentations. 

The Cinaudio is designed so that 
any sound recording can be made on 
half of the tape, while 1,000 cycle 
control signals are placed on the 
other half. Pressing a button on the 
recorder “inserts” the control sig- 
nals wherever desired. 

The advantage of the tape recorder 
in making sound-sight presentations 
is the ease with which special mate- 
rial can be prepared. It’s as simple 
as making any regular tape record- 
ing. 

The Cinaudio has tape speeds of 
334 and 7% ips. A single control se- 
lects the speed and adjusts the am- 
plifier for peak performance at that 
speed. Over-all size is 1154x135¢x- 
11%”; weight, 36 lbs. List price is 
$325. 

A catalog sheet giving complete 
details is available. 


For your copy circle No. 517 on the 
Reader's Service Card inside back cover 


No Slides Are Needed 
With Vu-Lyte Projector 


Vu-Lyte, an opaque projection 
unit that shows pictures directly 
from the subject and without slides, 
is described in a folder obtainable 
from the Charles Beseler Co. (New- 
ark). Vu-Lyte will show flat sheets 
from postage-stamp size to 10x10”, 
including maps, diagrams, charts, re- 
ports, catalog pages, forms, illustra- 
tions, magazines, books and three- 
dimensional objects. 

Features of Vu-Lyte include: 

e Automatic endless conveyor belt 


| lL | 
—/Y 
BEAN SALES 





Brio 
“The ad is fine . . . but these overlay 


things have got to go!” 


that continuously feeds and ejects 
material and can be actuated man- 
ually by turning a handle. 

e Vacuum platen that holds material 
flat by suction and eliminates the 
need of pasting and mounting copy 
before running it through. 

e Built-in optical pointer that en- 
ables the operator to direct a steady 
arrow of light to any point or series 
of points on the screen. 

The projector is equipped with 
spring-loaded elevating legs which 
can be adjusted to compensate for 
any unevenness in the surface on 
which it is resting. Light weight 
and well balanced, Vu-Lyte has 
three carrying handles and is easily 
portable, according to the folder. 


For your copy circle No. 518 on the 
Reader’s Service Card inside back cover. 


Movie Producer Publishes 
New Monthly Newsletter 


A monthly newsletter, “Blueprint 
for Tomorrow,” has been issued by 
a motion picture producer, Louis W. 
Kellman Productions (Philadel- 
phia). The newsletter is being cir- 
culated free to executives in indus- 
try, business and advertising. 

“Blueprint for Tomorrow” will 
provide news on happenings in films 
plus special columns written by peo- 
ple who create motion pictures and 
who sponsor them. A special free film 
counseling service also is included 
in the newsletter. 


For your copy circle No 19 on the 
Reader's Service Card inside back cover 


Case is Designed to Carry, 
Show Off Hardware Items 


A compact one-piece case for car- 
rying and demonstrating windows, 
awnings, hardware, screens, storm 
sash and similar products has been 
announced by Karri-All Case Co. 
(Westerville, O.). 

Custom-tailored, the one-piece 
unit carries like a suitcase and has 
a removable top that fastens at a 
90° angle to the base to provide a 
display that stands on any flat sur- 
face. Karri-All points out that the 
combination case and display makes 
it possible to demonstrate one prod- 
uct at a time without distractions 
by products the salesman is intend- 
ing to show or already has shown. 

Another advantage is that less 
handling of the products results in 
reduced sample breakage and soil- 
ing, according to the company. The 
Karri-All Case comes in any color 
to harmonize with general campaign 
colors. 

Complete information is available 
from the company. 


For your copy circle No on the 
Reader's Service Card inside back cover 








Converts Into Actual 
Sales The Desire 
Previously Generated 
By Your Advertising 
| ee 


Universal ““300” 


AUDIO VENDOR 
FOR USE WITH ANY TAPE RECORDER 


This accessory will instantly convert any standard 

tape recorder into a continuous message repeater 

for point-of-purchase displays and trade shows. 

An always-on-the-job salesman. 

Holds tape lengths of 15 seconds to 15 minutes. 
= The tape comes from the center of the magazine 
= and after playing or recording is automatically 
rewound on the outside at the proper tension and 
speed to prevent binding or excess loop. 
New sales messages, as recorded, automatically 
wipe off old messages. The friction- and static- 
free magnetic tape has one-third the tensile 
strength of steel, cannot break or tear in ordinary 
use. Lasts a lifetime. 
If your dealer can’t supply you, order today, 
only $18.50 prepaid, or write for free brochure 
and give your dealer’s name. 


-COUSINO, INC. 


— 2384 Madison Avenue ° Toledo 2, Ohio 
Sal 0000 TT 
. for more details circle 587, page 109 


HULL 


Fay TT BE A 


SALESMAN 


Showmarter 


HALF AS LARGE, HEAVY 
AND EXPENSIVE AS PYR- 
AMID EASEL PORTFOLIOS 


—for same page area. Shows 
double-page vertical spread. 


Sets up and takes down in 
a flash—no buttons or gadg- 
ets to fool with. 


* Carried in stock in 4 sizes. 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 12, ILL. 


. for more details circle 652, page 109 
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America’s finest 
photoengraving plant 
expanded and improved 
with new equipment 
(including a Gravure Division) 
has moved 

to a new 

convenient 


location 


S.E. CORNER LAKE & WACKER 


333 WEST LAKE STREET, 
AT WACKER DRIVE CHICAGO 6, ILL. 
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Simple Procedure . 


PHOTOENGRAVING & PLATEMAKING 





. Ordering ad mats is a simple procedure for Sheaffer dealers. 
Here a dealer gives his order to a Sheaffer salesman who makes a single entry 


that’s 


all the paperwork required under the company’s new program. 


Simplicity / 


By D. A. Reed 
Advertising Manager 
W. A. Sheaffer Pen Co. 
Fort Madison, lowa 


Supplying mats to dealers has be- 
come a relatively painless and inex- 
pensive method of wrapping up mil- 
lions of lines of valuable advertising 
every year. 

A few years ago, however, this 
comparatively small and simple part 
of our program had a good start to- 
ward becoming the tail that wagged 
the dog in our advertising depart- 
ment. 

Just a casual glance at our sales 
and distribution picture is enough 
to show where the potential con- 
fusion of this situation lies. 

Sheaffer markets the country’s 
most complete line of writing instru- 
ments through more than 30,000 
dealers. With an offering three times 
a year of at least 18 mats to each of 
these dealers, it is easy to see that 
annual distribution of these mats 
runs to a healthy six figure total. 


> As our program was originally set 


up, mat distribution entailed the 
processing of more than a hundred 
thousand pieces of paper in our ad- 
vertising department every year. It 
meant a lot of second guessing in the 
ordering and stocking of these mats 
by our advertising department. And 
it required the full time of two girls 
to do nothing but look after corre- 
spondence on and shipment of mats. 

Things came to a head for us early 
in 1953 as our Snorkel pen began to 
make a bold sweep of the writing 
instrument market. It is a matter of 
record now that the Snorkel turned 
loose the greatest sales impetus in 
the writing instrument field since 
the development of the fountain pen 
itself. 

In the face of this situation, it was 
inevitable that the activities of the 
advertising department—along with 
those of the rest of the company 
should be multiplied suddenly. In 
terms of newspaper mats, this meant 
we were faced with more requests 
than ever and were in a worse posi- 
tion than ever to handle this in- 
creased volume. This problem be- 





Sheaffer Pen. Co. has developed an 
effective method for handling or- 
ders for ad mats—a case history of 


a successful program of work 
simplification. 


Sheaffer's Key for Efficiency 
In Handling Ad Mat Orders 


came more acute as we took over 
partial sponsorship of the Jackie 
Gleason network tv show and put 
out a series of tie-in ad mats. 


> The handling of these ad mats was 
transformed from a headache to an 
asset almost overnight with just a 
slight switch in our method of han- 
dling their distribution. The change 
was the result of a consultation with 
a paperwork simplification specialist 
from the Standard Register Co. This 
firm and its analysts were already at 
work in our home offices revising 
accounting and work record forms. 
This job was thrown at them on the 
basis of successful records in these 
previous assignments. 

In looking back, we feel that thei: 
approach to this challenge is espe- 
cially worth noting because we were 
somewhat skeptical about it at the 
time. The first step the Standard 
Register man took was to get full 
information on exactly what we were 
doing then in the processing of ad 
mat requests. This was interpreted 
in a detailed flow chart. While this 
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MAGNESIUM 


LOGO’S 


up to 4 square inches 


80%... 


ORIGINAL ENGRAVINGS OF COMPANY 
SIGNATURES, TRADE MARKS, PRODUCT 
CUTS ... like Advertising Requirements’ 
logo illustrated... in quantity at huge 
savings- Only 80c each in quantities of 
100 or more of any one item from camera- 
ready art. Halftone or ben-day slightly 
higher. SHIPPED PREPAID in one piece... 
you saw ‘em apart... or individually 
mounted. 


SAVE 10% if you can use them un- 
mounted. Write today for samples and 


price quotations on larger areas or other 
desired quantities. 


SATISFACTION GUARANTEED 


ORENT ENGRAVING CO. 


12th & Harney St. © Omaha 8, Nebr. 


. for more details circle 632, page 109 





Cngravers, e Ine ° 


600 W VAN BUREN ST+CHICAGO 7 
TELEPHONE STATE 2-5367 
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process would have seemed per- 
fectly normal in an auditing or ac- 
counting department, it was greeted 
with more than a little skepticism 
when applied to advertising pro- 
cedure. 

Once the entire operation was 
charted, however, it was easily ap- 
parent that we were going through 
five too many paperwork or handling 
steps on this relatively simple op- 
eration. 


> The basic job, after all, was to have 
mats produced and delivered to deal- 
ers. The Standard Register reports 
brought to our attention the fact that 
it was unnecessary to: 

® Go to the expense of having mats 
shipped by our supplier 
offices. 

e Arrange and keep an inventory 
in our office. 

e Handle orders, label preparation 
and shipment from our offices. 

In addition to eliminating these 
costly and unnecessary steps, we 
also use a Standard Register Zipset 
form which enables our salesmen to 
handle ad mat orders with about 
one-fifth of the paperwork which 
was formerly entailed. 


to our 


> As this job used to be handled, the 
salesman had to write up a separate 
order every time a dealer asked for 
mats. These forms came in pads and 
made it necessary for the salesman 
to slip a carbon between the sheets 
on every order. 

Now, he handles these orders on 
the new forms, which, although 
smaller than the old ones, provide 
space for five orders instead of one. 
Studies made at the suggestion of 
the Standard Register specialist 
showed that the average salesman 
writes five orders a day. This form, 
therefore, covers an entire average 
day’s work. 

The order form itself is a conven- 
ient 6x7” size. It is a two part snap- 
out with a separate sheet of carbon 
paper interleaved in every form to 
guarantee better copies and avoid 
the messy job of hand-stuffing of 
carbon paper. They are carried con- 
veniently in the salesman’s briefcase 
in an aluminum holder supplied by 
the same manufacturer. 


> As a salesman finishes writing up 
his ad mat orders for any given day, 
he merely folds it in half along a 
printed line, licks a gummed flap 
and seals it like any other envelope, 
enclosing both copies. The form is 
pre-printed on its reverse side as a 
pre-paid business reply envelope ad- 
dressed to our mat supplier — the 
Merchants Matrix Cut Syndicate 
(Chicago). 

This mat firm is set up better than 
we could ever hope to be for pro- 


~ PLEASE ATTACH DUPLICATE COPY OF THIS ORDER TO YOUR INVOICE — 
- 1 
| W. A. SHEAFFER PEN CO. 
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~ PLEASE ATTACH DUPLICATE COPY 
OF THIS ORDER TO YOUR INVOICE 
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No More Mess . . . When Sheaffer revised 
its salesmen order forms for envelope 
stuffers (top) and for mats (bottom), 
the forms were devised with carbon paper 
already inserted between every two sheets. 
This eliminated salesmen having to han- 
dle messy carbon sheets. 


cessing and shipping dealer mat or- 
ders. They now fill all of these orders 
directly, without taking up working 
time of any members of our advertis- 
ing department. Then, when Mer- 
chants Matrix invoices us for the 
mats delivered, they attach one copy 
of each two-part dealer order form 
to their bills. This gives us a com- 
plete verification of mat delivery 
and usage. 

This distribution method, it is easy 
to see, is far less wasteful than for 
us to stock thousands of mats in our 
own offices in anticipation of orders. 
Under the present system, we ac- 
tually pay for only those mats which 
are ordered by dealers. 

Instead of our formerly extensive 
inventory of mats, we now get by 
comfortably by ordering just a few 
dozen of each to be kept in our of- 
fices in case of emergency calls. Han- 
dling costs are down to a fraction 
of what they used to be and head- 
aches have kept pace. 


> Basically the same handling meth- 
od has also worked well in smooth- 
ing our handling of orders for deal- 
er-imprinted envelope stuffers. Ev- 
ery year, we make available a series 
of four color, 3x5” sheets which deal- 
ers can use as enclosures in bills, cor- 
respondence, for direct mail, etc. 
These are prepared by Sheaffer and 
made available to the dealer at a 
nominal charge. 





We used to receive these dealer 
orders in our home offices and then 
write our own separate orders to the 
printing firm. A similar Zipset ar- 
rangement—with the order-envelope 
addressed to the L. P. MacAdams 
Co. (Bridgeport, Conn.) — handles 
this job quite effectively. In this in- 
stance, the Zipset forms are made up 
in five parts to allow enough copies 
for back order notices when there is 
a delay in shipment. 


>There is one other recent change 
in our handling of dealer ad mats 
which will probably be of interest, 
although it is not directly connected 
with the paperwork and handling. 
This is that we have found an in- 
creased response in using a plain 
black and white ad mat catalog over 
the preparation of an elaborate four- 
color catalog. Our present catalogs 
are simply gotten up from the same 
type which is used in rolling the 
mats. They are plainly imprinted on 
white paper with no design frills or 
extras. 

With this simplified catalog, deal- 
ers find they can visualize better the 
black and white ads which they plan 
to insert in their local papers. In 
addition to costing more, our color 
catalogs actually looked too expen- 
sive to sell small space ads. 

This catalog situation helps illus- 
trate the point which has been 
brought home at every turn since 
we first started looking for a better 
way of handling dealer ad mats: the 
program is unquestionably an effec- 
tive one but of necessity must be 
simple in its execution. We have 
learned that the more we can sim- 
plify and save in carrying it out the 
more effective it probably will be- 
come. 44 


Offset Color Separations 
Offered by New York Firm 


Four-color process separations for 
offset are being offered by Scientific 
Color Corp. (New York). Newly 
available is a price list covering 
negatives and positives for color 
areas from 4x5” to 17x22”. 

Prices for the service range from 
$95 for one set of positives with a 
color area of 4x5” to $321 for one 
set of negatives with a 17x22” color 
area. Prices include a transparent 
acetate overlay-type color proof. 
Base prices are for working from 
color transparencies of 2144x314’" or 
larger. 

Scientific Color guarantees ap- 
proximately 85%, fidelity from trans- 
parencies or color artwork. Delivery 
is offered in 10 days. 

Samples and additional details are 
available. 


For your copy circle No. 521 on the 
Reader’s Service Card inside back cover 





We Goofed! 

Things get rather confusing around 
AR’s editorial offices at deadline time... 
sometimes too confusing. That's what 
happened last month. 

On page 74 of the Dec. AR we carried 
two product stories—one about a pocket 
microscope manufactured by Du Maurier 
Co.; the other about a new photo-offset 
plate announced by Davidson Corp. The 
item about the pocket microscope was 
“keyed” for AR’s Reader's Service card— 
No. 326. 

However, in the descriptions of the 
listings on the insert containing the Read- 
er's Service card, we inadvertently de- 
scribed the new Davidson plate and said 
that additional details were available by 
circling No. 326 on the card. 

We've been getting cards with No. 326 
circled .. . but have no way of knowing 
whether our readers want the flyer de- 
scribing the Du Maurier pocket micro- 
scope or details concerning the Davidson 
plate. To simplify matters, we are re- 
printing both items below — with new 
Reader's Service numbers. This time we 
promise to see that readers’ requests for 
additional information are forwarded to 
the proper source promptly. 


Pocket Microscope Useful 
Tool for Viewing Details 


The long-popular linen tester, 
used by photoengravers, printers, 
admen and artists to check minute 
details, appears due for replacement. 
Du Maurier Co. (Elmira, N. Y.) is 
offering two pocket microscopes 
which not only provide greater mag- 
nification than most linen testers, 
but are more portable and consider- 
ably lower in cost. 

The pocket microscopes come in 

@ 


both 20 and 40 power and retail at 
$2.98 and $3.95 respectively, with 
quantity discounts beginning with 


an order for three. They are 5” in 
length and about the diameter of a 
pocket fountain pen. They have a 
pocket clip. 

The handy microscopes are pre- 
focused and require no adjusting. 
The compound optical systems em- 
ploy four lenses. Bodies are satin 
finished aluminum and weigh less 
than one ounce. A polished surface 
inside the bevel-cut bottom of the 
case serves to reflect light onto the 
object being viewed. 

A flyer giving additional details 
is available from Du Maurier. 


For your copy circle No. 522 on the 
Reader’s Service Card inside back cover 


New Photo-Offset Plate 
Announced by Davidson 


A new line of pre-sensitized pho- 
to-offset plates, marketed under the 
trade name “Photorite,” has been 
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A Merry Christmas 
and a 
Happy and Prosperous 
New Year 


To our many friends who have made it 
possible for us to complete 26 years of 
active participation in the “Graphic Arts.” 


SRO GES 


JULIEN SOUBIRAN 
President 
. 


FRANK HORAN 
Vice President 
. 


MORRIS HIRSHFELD ond our entire 
Treasurer STAFF 


24 HOUR PRODUCTION EVERY WORKING DAY 


HORAN ENGRAVING CO. INC. 
44 West 28th St., New York City 


Nework, New Jersey 
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Allentown, Pennsylvania 
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Black & White—Color Process od 
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MAT-STEREOTYPE SERVICE 


Over-Night Service 
meLRose 1-2364-65 


Capacity for Large Volume 
WIRE OR WRITE FOR PRICES 


222 EAST OHIO STREET 
INDIANAPOLIS, INDIANA 


BAKED MATS 


MOLDED MATS 
& 


CATALOG-DEALER 
NEWSPAPER 
ELECTROTYPES AND 
PLASTIC PLATES 


LABEL SHOP 
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photography 


Offser Tee CE to help yo" 


aA COMPLETE SERV! 


meet your delivery dates... 


Skilled craftsmen excelling in the 
preparation of advertising art, commercial 
photography, offset press plates (all types), 
photoengraved and rotogravure plates 
combine to afford you a most 


complete service. 


GRAPHIC ARTS CORPORATION of OHIO 
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announced by Davidson Corp. 
(Brooklyn). 

The plates, made of special paper, 
do not require the use of a whirler, 
darkroom or sink, according to the 
manufacturer, who recommends 
them for all types of offset printing 
including solids, halftones and line 
work. Only one developing solution 
is needed when the plate is to be 
used for short run work. The new 
plate is available in sizes for all 
Davidson machine models and other 
small offset presses and is 
through Davidson distributors. 

Additional details are available. 


sold 


For your copy circle No 23 on the 
Reader’s Service Card inside back cover 


Step-by-Step Procedures 
Of Engraving Described 


Full-color shots from Horan En- 
graving Co.’s (New York) film on 
photoengraving plus step-by-step 
descriptions of the techniques of 
making a photoengraving are in- 
cluded in a booklet issued by the 
company. 

The company is distributing the 
booklet to everyone who sees its 
color film, “The Art and Technique 
of Photoengraving,” and to others 
interested in the process. The book- 
let illustrates the steps in photo- 
engraving from photography through 
printing, etching, finishing, routing, 
proofing to the final blocking. Benday 
techniques are shown on a special 
page. 

The photographs and descriptions 
present the technical process of en- 
graving in a clear and simple man- 
ner so that it can be understood by 
the beginner in the graphic arts as 
well as offering help to the experi- 
enced production man. 


For your copy circle No. 524 


on the 
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inside back cover 
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LABELING & PACKAGING 


The story behind the introduction 


of a highly successful product. 


TV Dinners 


2 


( Jnen New A la rke ts 


By Bill Culp II 
C. A. Swanson & Sons 
Omaha, Nebraska 


When C. A. Swanson & Sons in- 
troduced its “TV Turkey Dinner” 
in December, 1953, this new quick- 
frozen dinner became the first com- 
plete frozen meal to achieve national 
distribution. 

An enormous amount of planning 
and research was imperative in in- 
troducing such a complete new prod- 
uct on a national basis. The out- 
standing success of Swanson’s frozen 
chicken, beef, and turkey pies, and 
that of many other processed foods, 
was indicative of the definite trend 
towards speed and convenience in 
food preparation. This trend was 
corroborated by numerous surveys, 
including one by the U. S. Depart- 
ment of Agriculture, which pointed 
out that economic conditions were 
such that the American housewife 
was willing to spend additional 
money in order to obtain processed 
foods which would save her both 
time and effort. 

Basic contributing factors to this 
trend towards convenience included: 


1. Increased demand for better basic 
foods. 


2. Vast expansion of a_ powerful 
middle income group controlling 
42%, of the nation’s spendable in- 
come. 


3. The tremendous number of work- 
ing wives whose time for household 
work is limited. 


4. The high birth rate and gradual 
depletion of the domestic servant 
supply. 


> With economic conditions aligned 
so favorably for the success of a 
complete frozen meal, the many 
facets involved in product develop- 
ment were undertaken. 

Several years of arduous product 
testing and research preceded the in- 
troduction of the new frozen meal. 
Numerous test panels were opinioned 
in order to learn the most popular 
food combinations. When, as a re- 
sult of these surveys, the various 
components of the dinner were de- 
termined, each individual ingredient 
was tested again and again for freez- 
ing and preservation qualities until 
the ideal combination was perfected. 

Chief among specifications for the 
frozen dinner was the Swanson or- 
ganization’s insistence upon a uni- 
form, superior quality product at a 
fair and reasonable price. 


> While the product research was 
being carried on, many packaging, 
production, and marketing decisions 
had to be resolved. 

Swanson officials believed that the 
trade name for the new product 
should, in addition to being simple 
and distinctive, immediately connote 


or Swanson 


the speed and convenience qualities 
of the frozen dinner. Using these 
factors as guideposts, the name “TV 
Dinner,’ which incorporated all of 
the desired characteristics plus the 
element of timeliness, was coined, 
and Swanson applied for registry of 
the name. As the initial item in the 
new pre-cooked dinner line featured 
turkey as the meat course, the prod- 
uct was named TV Turkey Dinner. 

In packaging the dinner, the com- 
pany found the aluminum foil which 
was used for the frozen meat pie 
pans was too light in weight for 
the TV Turkey Dinner. After much 
experimentation, Swanson selected a 
stamped sheet aluminum tray which 
was divided into three compart- 
ments to separate the portions of 
the meal. 


> However, another aspect of pack- 
aging concerned an overwrap for the 
tray itself. Swanson selected a 
printed aluminum foil overwrap 
which, within the carton, covers the 
dinner tightly and tucks under the 
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Four Views of a TV Dinner . 


.. This fried chicken dinner, the second to be introduced 


in Swanson’s ‘TV Dinner’ line, employs the same basic label design as its predecessor, 
the TV Turkey Dinner, but has a different color scheme. Four views of the package 
show: the closed carton; the dinner sealed in aluminum foil overwrap; the overwrap 
partially removed and the meal ready to serve on its own tray 


edges of the tray. This foil covering 
prevents dehydration in storage and 
drying out of the meal during heat- 
ing, and retains the heat so well that 
the entire meal is completely heated 
and ready to serve after only 25 
minutes in the oven, with no thaw- 
ing necessary. 

A very significant development in 
packaging of the new frozen meal 
concerned the overwrap for the TV 
Dinner carton. This completely new 
outer wrap was developed by the 
Marathon Corp. to satisfy specifica- 
tions set forth by the Swanson pack- 
aging staff. It consists of six-color 
printed MSAT cellophane laminated 
to tissue parchment with a special 
moisture-resistant laminant. In ad- 
dition to its moisture-resisting qual- 
ities, the extra strength of the new 
wrap protects the dinner from punc- 
ture damage or breakage caused by 
rough handling. 

The Swanson organization desired 
a glamorous label for the product, 
and the name “TV Dinner” was 
particularly suitable for this effect. 
The label design for the TV Turkey 
Dinner employs an over-all blond 
wood-grain finish which simulates 
a television cabinet. A _ full-color 
mouthwatering reproduction of the 
dinner is featured on the large “tele- 
vision screen,” where highlights in 
the semi-opaque wrapper provide an 
illuminated effect. The new wrap 
was specially designed to provide 
the superb colors necessary for re- 
alistic food reproduction. 


>The first announcement of the 
new heat-and-serve dinner came in 
October 1953, when Swanson served 
its new product at a luncheon of 
more than 150 food editors at their 
convention in Chicago. The reactions 
of the food editors noted on a simple 
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questionnaire were so overwhelm- 
ingly favorable that W. Clarke 
Swanson, president, and M. Craw- 
ford Pollock, vice-president for sales 
and merchandising, who presided at 
the Chicago luncheon, decided to go 
into mass production of the TV tur- 
key dinner immediately. 

After 10 months on the market, 
Swanson packaging of the TV Din- 
ner has proven extremely success- 
ful, providing easy storage and dis- 
play, an attractive label which stim- 
ulates impulse buying, and the 
strength and moisture-resistant 
qualities so necessary in a product 
of this type. 


> When Swanson officials compared 
early sales of the TV turkey dinner 
to the response given their line of 
quick-frozen pies in its infant stages, 
the immediate success of the frozen 
dinner was the determining factor 
in Swanson’s decision to launch an 
all-out initial advertising campaign 
on the new product. To support the 
schedule of three half-page news- 
paper ads throughout the nation, 
Swanson instigated a generous and 
unusual refund offer to encourage 
customers to try the TV turkey 
dinner. 

Four-color ad-pads and coupons 
distributed in retail stores an- 
nounced that C. A. Swanson & Sons 
would send a genuine silver dollar 
to consumers sending in wrappers 
from three TV turkey dinners. This 
promotion was attractive to grocer 
and customer alike, since the former 
had no coupons to handle, and con- 
sumers received their refund in cash. 
The offer possessed the added im- 
pact of its novelty appeal, inasmuch 
as silver dollars are seldom seen in 
most sections of the nation. The re- 
sults of this initial promotion were 


overwhelming—during the five full 
months in which the refund was 
offered, Swanson mailed out over 
207,000 silver dollars. 

Since the offer expired, Swanson 
has continued a steady stream of 
advertising featuring the TV turkey 
dinner and its more recent compan- 
ion product, the TV fried chicken 
dinner, which was introduced in 
June, 1954. The third member of the 
TV Dinner family is the TV beef 
pot roast dinner, which will enter 
the market in the very near future. 


>The ever-increasing acceptance 
and popularity of frozen processed 
foods, plus Swanson’s reputation for 
highest-quality products, as_ evi- 
denced by U. S. Government In- 
spection and the Good Housekeep- 
ing Seal of Approval, have provided 
the foundation of the consumer ed- 
ucation which is a “must” if an en- 
tirely new product such as the TV 
Dinner is to be a complete success. 

When Swanson chicken pies en- 
tered the market in September, 1951, 
the rapid sales gains of the pies were 
considered spectacular. However, 
after five months on the retail 
market, sales of the TV turkey 
dinner exceeded early sales of the 
chicken pies for a comparable time 
period by 419%, indicative of the 
tremendous popularity of the new 
frozen dinners. 

In light of this initial sales boom 
only a few months ago, July through 
September sales of the TV turkey 
dinner show an increase of 85° over 
the first quarter total, with sales 
now exceeding 1,000,000 dinners per 
month. 


>The TV fried chicken dinner, after 
less than five months on the market, 
is already selling at the rate of 600,- 
000 dinners monthly, and has shown 
no indications of leveling off. 
Swanson officials have the utmost 
confidence in the future of pre- 
cooked frozen meals, as evidenced 
by the vast expansion of plant fa- 
cilities which was necessary to ac- 
commodate production equal to the 
demand. As a leader in the pre- 
cooked frozen food industry, C. A. 
Swanson & Sons confidently expects 
this new industry to exceed $100,- 
000,000 in sales in three years. 44 


Flexible Plastic Tubes 


Described in Brochure 


Flexible plastic tubes and bottles, 
including the squeeze-to-use type, 
are illustrated and described in a 
folder put out by Bradley Container 
Corp. (Maynard, Mass.). Many uses 
for the tubes and bottles are sug- 
gested, including use for medicines, 
food products, household articles 





such as dishwashing soaps, toilet ar- 
ticles, shoe creams, etc. 

The Bracon polyethylene tubes 
and bottles are manufactured to 
meet customer’s size specifications. 
The basic diameters for the collap- 
sible tubes range from 3g” to 23%”; 
basic diameters for the bottles range 
from 5%” to 3 5/32”. 

The Bracon squeeze-to-use tubes 
and containers are designed for 
packaging a variety of items such as 
spray vapors and powders to release 
drops of liquid or dispense ribbons 
of creams or ointments. The bottles 
and tubes of all types can be multi- 
color printed, including designs with 
fine detail, according to the Bracon 
folder. 


For your copy circle No. 525 on the 
Reader’s Service Card inside back cover. 


“How To Pack It” Offers 
Many Packaging Ideas 


If you’re looking for packaging 
ideas, chances are you'll find some- 
thing of interest in the most recent 
edition of “How To Pack It,” a com- 
plete packaging portfolio available 
from Hinde & Dauch (Sandusky, O.). 

Twelve different styles and more 
than 70 types of corrugated boxes 
are described and illustrated in the 
booklet, including shelf and counter, 
display, luggage style, ‘“prepaks,” 
Duplex (combination shipping and 
display) and a new “Hevi-Duty” box 
for high density products. 

The booklet also includes sugges- 
tions for proper methods of sealing, 
packing and displaying. 


For your copy circle No. 526 on the 
Reader’s Service Card inside back cover 
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A Bag of Martinis . . . If you've gotten 
tired of lugging home unwieldly bottles of 
gin and vermouth, cheer up—you may be 
getting a special mesh bag to carry them 
in. National Distillers Products Corp. (San 
Francisco) is merchandising a quart of 
Gilbey’s gin and a fifth of Lejon vermouth 
in this Saxolin open mesh bag. The Chase 
Bag Co. (Chicago) bag is similar to those 
used to package citrus fruits and has 
a reuse value for children’s toys or as a 
laundry bag. 


Permanent Type Label 
Introduced by Avery 


A new permanent type, pressure- 
sensitive adhesive label is being pro- 
duced by Avery Paper Co. (Paines- 
ville, O.). The self-adhesive label, 
according to the company, cannot be 
removed without destroying the 
label. 

Named “Sta-Fas,” the label is re- 
movable for several hours after ap- 
plication without damage to the la- 
bel or the labeled surface. However, 
as time goes on, the label holds tight- 
er and tighter until it cannot be re- 
moved without destroying the label. 
The labels are easily applied and 
need no glue, heat or moisture. 44 


Evaluate Your Package . . . Stone Con- 
tainer Corp. (Chicago) has published this 
“evaluator’’ checklist for users of ship- 
ping containers to analyze their packages 
Questions on the checklist are designed 
to help users check where containers can 
be improved for more efficient packing 
operations, lower costs, reduced freight 
rates and for more effective sales or dis- 
play value. 


For your copy circle No. 527 on the 
Reader's Service Card inside back cover 
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Huge Carry-Home Carton 
Introduces Bread Line 


A “king-sized” carry-home carton 
—similar to a six-bottle soft drink 
carton—was the gimmick that focused 
attention on Bond bread in Spartan- 
burg, S. C. Bond Bread, a division 
of General Baking Co. (New York) 
used the carton to introduce it’s line 
of bread to grocers and retailers in 
the Spartanburg area. 

The unusual carton held six loaves 
of bread—a variety assortment, in- 
cluding the sandwich loaf, old- 
fashioned loaf, wheat bread and the 
large family loaf. The bakery placed 


Teaser Package This giant-sized 
“‘take-home” carton, filled with an as- 
sortment of bread, introduced Bond Bread 
to Spartanburg, S. C. retailers. An ordi- 
nary size soft drink carry-home carton 


(right) inspired the unusual promotion 
gimmick. 


a carton in front of 1,500 retail outlets 
in the early morning hours to catch 
the eye of the retailer as he opened 
his store. The sampling promotion 
was designed to introduce the Bond 
bread to market and build fast dis- 
tribution. Later in the day Bond 
salesmen paid personal calls on the 
retailers to arrange for sales of the 
bread in the various outlets. 

The Atlanta Paper Co. (Atlanta, 
Ga.) designed and produced the un- 
usual carton. The idea was conceived 
by General Baking Co.’s Spartan- 
burg bakery and its agency, Hender- 
son Advertising Agency (Greenville, 


ie. <.). 44 


Chippewa Folder Gives 
Tips on Easy Wrapping 


Tips on handy mail room wrap- 
pings and a description and list of 
its products are presented in a folder 
issued by Chippewa Paper Products 
Co. (Chicago). The “Graphic Guide 
to Packaging” shows in step-by-step 
pictures and captions how to do five 
different wrappings for packages. 

The wrappings are especially 
suited to mail room wrapping of 
different types of packages. They in- 
clude: a half wing fold wrap for 
products that are flat and rigid; a 
full wing wrap for a flat, flexible 
package; a peak fold wrap for espe- 
cially protective wrapping; a hug 
fold wrap for usual packages and 
pleat fold wrap for circular objects. 

Among the products described in 
the folder are: Chippewa’s line of 
corrugated sheets, sleeves, tubes, 
etc.; French wraps; the Chippasac, 
a flexible corrugated container; the 
Chippamailer, a corrugated mailer 
especially suited to mailing photo- 
graphs, brochures, magazines, etc. 

The folder also describes the 
“Chippapaint” service. Under this 
service, Chippewa offers advertisers 
three stock designs. 


For your copy circle No. 528 on the 
Reader's Service Card inside back cover 
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Evidence that increased interest in 
packaging is not limited to the U. S. 
alone was emphatically demonstrated 
by the more than 19,000 business men 
who converged on the third Cana- 
dian National Packaging Exposition 
in Toronto—a 31% increase over 
1953’s record attendance. 

Sponsored by the Packaging Assn. 
of Canada, the three-day event 
proved to be one of the largest and 
most colorful trade shows of its kind 
ever held in Canada. Special inter- 
est was demonstrated in PAC’s an- 
nual packaging competition, co- 
sponsored by the Canadian Package 
Design Council. All entries had to be 
wholly designed and produced in 
Canada and manufactured in a pro- 
duction run against a customer’s 
order. 

The winning entries give clear evi- 
dence that packaging in Canada is 
every bit as progressive as its U. S. 
counterpart. The packages illustrated 
on these pages won top prizes in the 
competition. 


Planters Nut & Chocolate Co. Ltd. 


Great Lakes Sporting Goods Ltd. 


eo? 


. , Y * 
Canadian Carborundum Co. Jad. 


Canadian General Electric Co. Ltd. 


Ronson Art Metal Works (Canada) Ltd. 


1. These nut packages by Planters 
Nut & Chocolate Co. Ltd. (Toronto) 
won the Silver Award in the family 
groups classification. Boxes were 
supplied by Manchester Paper Boxes 
Ltd. 


2. This family of beer cartons by 
John Labatt Ltd. (London, Ont.) 
won the Silver Award for family 
groups and coordination of design. 
Designed by Lester Beall, cartons 
were supplied by Hygrade Contain- 
ers Ltd. 


3. This shipping container for fish- 
ing rods won the Bronze Award in 
the corrugated or solid fibre boxes 
classification. The cartons were de- 
signed and supplied by Hinde & 
Dauch Paper Co. of Canada Ltd. It 
was produced for Great Lakes Sport- 
ing Goods Ltd. (Windsor, Ont.) 


4. These display packages by Ca- 
nadian Carborundum Co. Ltd. (Ni- 
agara Falls, Ont.) won the Gold 
Award in the family groups classi- 
fication. Designed by J. Burtis Phil- 





lips in cooperation with the manu- 
facturers, the packages were supplied 
by Dominion Paper Box Co. Ltd., 
Gair Co. of Canada Ltd., Guelph 
Paper Box Co. Ltd., Jones Box and 
Label Co. Ltd., Morval Products Co. 
Ltd., Niagara Paper Box Co. Ltd., 
Review Co. of Fort Erie Ltd., Rob- 
inson Industries Ltd., J. H. Street & 
Co. Ltd., Tresidder Bros. Ltd. and 
M. Wintrob & Sons Canada Ltd. 


5. This family group of Canadian 
General Electric Co. Ltd. (Toronto) 
won the Gold Award in the family 
groups and coordination of design 
classification. Designed by Fred E 
Moffatt and Gair Co. of Canada Ltd., 
the cartons were supplied by Gair 


Co. of Canada Ltd. 


6. Winner of the Bronze Award in 
the family package classification was 
this display by Ronson Art Metal 
Works (Canada) Ltd. (Toronto). 
Designed by Rolph-Clark-Stone 
Ltd., the containers were supplied 
by A. E. Long & Co. 44 
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People buy more—and buy more xi hen you 
tell them of : your values. 


TO SELL ‘EM, YOU HAVE TO TELL ‘EM! Very few people ‘’go looking’’ 
for things. They head for the place they know has them. With a changeable 
copy display you can do something about the matter of whether people patron- 


to the times, geared to the day, even the hour. 


GET BUSINESS YOU NEVER GOT BEFORE! . You'll be amazed how a Wag- 
ner display will increase your volume. Where sales records are being set you'll 
likely find a changeable copy sign, for when a Wagner display is on the job, 
goods are on the move. That’s why so many stores are installing them. Enthu- 
siastic owners everywhere are reporting fabulous results by their use. 


LIKE PUTTING MONEY IN THE BANK . Once installed, a changeable copy 
sign costs you practically nothing—it just goes on making money for you 
while saving money On advertising 


EXTREMELY FLEXIBLE .. . Wagner signs can be designed to meet the needs 
of any specific situation. They're within the means of every business. The 
cost of NOT using one is the important consideration. 


Richt Now! WAGNER SIGN SERVICE, INC. 


112 S. HOYNE AVENUE 


Send the coupon to obtain 


full details. NAME 


STREET 


CITY & STATE... 
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NEW LOW PRICES 
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Please send free catalog on Wagner changeable copy displays. 


3 RCAVICT 
ize you or your competition. Selling today demands advertising that is geared ae THEM HERE TO DAY 


EKLY, 





CHICAGO 12, ILLINOIS 
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By Samuel Stahl 
President 
Master Lock Co. 
Milwaukee 


The first local-level dealer-iden- 
tification sign program of its kind in 
the hardware industry is telling con- 
sumers throughout the country 
where they can buy Master pad- 
locks. 

As part of a promotional effort 
to boost padlock sales, the sign pro- 
gram was carefully timed to obtain 
maximum mileage of Master Lock’s 
currently expanded consumer ad- 
vertising campaign. 

In providing half of Master Lock’s 
one-two sales punch, the local deal- 
er signs beckon customers at the 
point of purchase, after the maga- 
zine ads have “pre-sold” them. 


>The sign program consists of na- 
tion-wide distribution of three 
unique, flasher-type electric signs to 
each of Master Lock’s three types of 
dealers — hardware stores, bicycle 
dealers and locksmith shops. 
Headlines on each sign, highlight- 
ing the dealers’ special customer 
services, have proved immensely 
popular. Enough signs were ordered 
within a few months by Master 


SIGNS & IDENTIFICATION MATERIALS 


Lock’s exclusive wholesale contacts 
to supply every retail outlet in the 
country. The signs were offered free 
with the purchase of any assortment 
of Master padlocks for a specified 
amount. 

e Hardware stores received a sign 
flashing the message, “We Sell Qual- 
ity Hardware — Ask For Master, 
World’s Finest Padlocks.” 

e The sign for bicycle dealers reads, 
“Bicycles Repaired Here — Protect 
Your Bike With Master, World’s 
Finest Padlock.” 

e Locksmith shops also have their 
own message, “Keys Made—We Sell 
Master, World’s Finest Padlocks.” 


> Besides providing a useful mes- 
sage, the signs also give stores an 
effective night light in the window or 
elsewhere. Many dealers use them to 
brighten up darkened areas of the 
store. 

Designed for display in show win- 
dows, on counters or on wall shelves, 
each unit is brilliantly illustrated in 
six colors. The signs, measuring 8” 
high and 16” wide, have polished 
chrome frames. 

Each sign has a 6’, rubber-coated, 
electric cord, detachable flasher plug, 
and a 25-watt bulb. 


Master Lock Co. is getting excellent 
dealer acceptance of an identifica- 
tion program which features signs 


promoting special services as well 
as Master locks. 


> By planning months in advance, 
Master Lock was able to supply 
dealers throughout the country in 
three separate sectional campaigns, 
60 days apart, with signs. Mailing 
of the signs was carefully scheduled 
so that all wholesalers in each area 
— western, central, and eastern 
could start distributing the signs to 
dealers on the same day. 

Special precautions followed by 
the company in conducting its deal- 
er-identification sign campaign were 
these: 

1. Meticulous care was used in mail- 
ing to prevent breakage. Test mail- 
ings several months before major 
distribution of the signs held break- 
age to a minimum. 

2. Provisions were made for signs 
to be hung in windows as well as 
displayed on counters and shelves. 
This gives the dealer greater flexi- 
bility, and increases chances of the 
sign being placed in the store’s most 
favorable spot—its front window. 

3. Sign materials and parts were 
chosen for their resistance to dam- 
age by long exposure to sunlight. 

4. A removable flasher was provided 
instead of a built-in unit. This gives 
the dealer a choice of having either 
flasher or steady light and lengthens 
the life of the sign. 
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Flasher Sign 





This six-color, 8x16’ flasher sign is being offered by Master Lock to 


bicycle dealers, hardware stores and fix-it shops free with an assortment of locks. The 


sign is lighted by a 25-watt bulb 


> Offering the first dealer signs of 
their kind to the trade was combined 
with a record-breaking magazine 
consumer advertising campaign, de- 
signed to acquaint customers with 
the multiple uses of padlocks. 

In a 150° expansion of the 1954 
advertising budget, the firm placed 





Sales-Booster _. . By giving customers a 
chance to feel the weight and to work the 
locks, this display board has proved an 
effective sales booster. 
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inset shows the lighting fixture 


new insertions in eight major maga- 
zines. Cartoon-style ads stress the 
many uses of padlocks for each mag- 
azine’s readers. A four-color half- 
page Post ad shows padlocks in use 
in the home. A Field and Stream ad 
shows how padlocks safeguard an 
outboard motor and demonstrates 
other sports uses. A Farm Journal 
ad shows padlocks in use on the 
farm. 

The campaign, believed to be the 
largest in the history of the padlock 
industry, is coordinated with Master 
Lock’s separate advertising schedule 
for hardware, locksmith, school and 
bicycle business publications. 


> Master Lock makes 80 different 
varieties of padlocks, including key 
type laminated pin tumbler pad- 
locks, combination padlocks, and 
bike locks. The company was a pio- 
neer in individual testing and in 
packing its padlocks in individual 
and attractive packages. 

Another “first” was the creation of 
Master Lock’s arresting dealer dis- 
play board. It permits customers to 
unlock and snap shut any of an 
assortment of padlocks. The boards 
act as a highly effective psychologi- 
cal sales-booster by allowing cus- 
tomers to feel the weight of the 
padlocks in their own hands. 

Master Lock’s leadership in mer- 
chandising its products often has 
been credited with helping bring 
padlocks out of the hardware deal- 
ers’ dusty drawers to become a 
stand-out counter item. 44 





Wagner Introduces New 
Fluorescent Letters 


A new type of fluorescent letter 
for use on changeable copy signs has 
been introduced by Wagner Sign 
Service (Chicago, IIll.). The letters 
are composed of a new type of fluo- 
rescent material developed by Neviol 
International Ltd. of Holland. 

Formed of clear plastic, the letters 
are impregnated with a special new 
fluorescent material. According to 
the company, each of the letters be- 
comes a separate, actual light source 
when activated by black light. The 
company reports that the letters are 
not as vulnerable to ultra-violet rays 
of the sun as many types of fluores- 
cent materials, making them ex- 
tremely fade resistant. The letters 
are slotted for wind-proof mounting 
and may be used, with slight modifi- 
cations, on all existing Wagner dis- 
play frames. 

Additional details and price lists 
are available. 


For your copy circle No. 531 on the 
Reader’s Service Card inside back cover 


Switzer Folder Describes 
120-Day Painted Bulletins 


Its Sunbonded Day-Glo Bulletin 
Color System for retaining fluores- 
cent brightness on displays for 120 
days is described in a folder offered 
by Switzer Bros. Inc. (Cleveland). 

Switzer recommends two coats of 
Sunbonded Bulletin Color and an 
additional coat of Day-Glo Filteray, 
Switzer’s patented overcoat, for 
four-month wearing quality that the 
company says has been tested on 
outdoor signs in selected cities dur- 
ing hot, sunny weather. 

On most jobs, all three coats can 
be applied on the same working day, 
according to the folder. 


For your copy circle No. 532 on the 
Reader's Service Card inside back cover 


Porcelain Enamel Sign 
Examples Illustrated 


Seventeen examples of porcelain 
enamel signs are described and illus- 
trated in a four-page folder put out 
by Ingram-Richardson Mfg. Co. 
(Beaver Falls, Pa.). In addition, the 
folder includes photographs and a 
description of how porcelain enamel 
signs are made. 

Examples shown include signs in 
a variety of shapes and in sizes rang- 
ing from 8x36” to 6x3’. Signs for such 
well known advertisers as Coca- 
Cola, Dutch Boy paints, Pennsyl- 
vania tires, Gravely tractors and 
Tampa Nugget cigars are illustrated. 


For your copy circle No. 533 on the 
Reader’s Service Card inside back cover 


More ational advertisers 





than any other 
illuminated sign 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design ... market 
research ...mass production ...consistent product qual- 
ity ....complete records system... shipping. 


The 25 years’ experience which developed SIGNver- 
tising also established the financial stability to assure 
completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 





NEON PRODUCTS, INC. 


110 NEON AVENUE, LIMA, OHIO 





WRITE TODAY for a free subscription to 
SIGNews, the voice of SIGNvertising®. Or re- 
quest a SIGNvertising® engineer to assist you 
in planning your sign campaign, without any 
obligation. 








In Canada: TEK PLASTICS, Ltd., Toronto, Ontario 


Ff 


i Budweiser 


i ERS 
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in inquiries about the new 


Vae a ta me UDF 
Fluorescent Signs 


from practically all the biggest 
names in American industries. 
Write today for details. 





















1169 E. Kibby Street 
Lima, Ohio 





2701 LEHMANN COURT, CHICAGO 14, ILL., EASTGATE 7-8885 
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. . Hamm’‘s Brewing Co. sign in Los Angeles marks first use of 


Novelite, new animated lettering for outdoor signs. Neat in appearance by day, the sign 
at night alternates in a red and blue checkerboard pattern. 


Novelite New Way 
To Illuminate Signs 


Novelite, a new method of electric 
sign illumination, has been unveiled 
in Los Angeles. Based on the princi- 
ple that transparent or translucent 
material tends to transmit only light 
of the same color and to restrict the 
passage of light of other colors, Nov- 
elite is being used in an outdoor bul- 
letin sponsored by Hamm’s Brewing 
Co. (Minneapolis). 

The Hamm’s sign is equipped with 
Novelite lettering that scintillates in 
an alternately red and blue checker- 
board pattern. Three sets of gas filled 
tubing in each letter produce an 
effect which, if conventional means 
were used, would require 555 incan- 
descent light bulbs, according to the 
company. 

It’s simple enough. You merely 
apply special paints to a clear sign 
face—like Plexiglas—and mount light 
sources of identical colors in the 
rear. Then by changing the color of 
the over-all illumination, any part 
of the sign face may be made to per- 
mit or restrict the passage of light. 


>The new method makes it possible 
to duplicate satisfactorily animations 
which may involve costly fabrica- 
tion, complex control mechanisms 
and electric wiring, and multiple 
overlays of gas filled tubing or scores 
of incandescent bulbs, the manufac- 
turer Says. 

The company, Novelite Signs Ani- 
mated (Los Angeles), lists six ad- 
vantages for the new method: 

e Lower manufacturing cost. 

e Lower maintenance costs and few- 
er operational failures. 

e Low cost quantity production of 
animated signs because the Novelite 
paints may be applied to Plexiglas 
by silk screen process. 


e Rapid animation sequence with- 
out complex control mechanisms. 

e Possibility of application to small 
units, like point of purchase signs. 

e Neatness of daytime appearance 
because of no unused gas filled tub- 
ing or electric light bulbs. 44 


Velva-Glo Materials Help 
Promote Mobilgas Special 


Strings of brilliant cerise pennants, 
plus a variety of additional fluores- 
cent materials, were used this sum- 
mer to hail motorists to turn into 
Mobilgas service stations. What made 
the Mobilgas program stand out from 
similar programs was the concentra- 
tion on a single color for pennants 
strung from station signposts. With 
over 100 small pennants, all in the 





Concentrated Color . . . These strings of 
brilliant cerise Velva-Glo fluorescent pen- 
nants provided a special impact for the 
introduction of ‘‘Mobilgas Special.’’ They 
were part of an integrated campaign of 
service station identification materials, all 
using bright fluorescent colors, including 
the pole wrap-around and the A-frame 
shown above. 















same flaming color, fluttering in the 
breeze in one concentrated array of 
color, the display couldn’t possibly 
go unnoticed, regardless of other uses 
of bright colors in the vicinity. 

In addition to the pennants, Mo- 
bilgas used fluorescent colors on 
signs, A-frames, window streamers 
and pump wrap-arounds. New, long- 
lasting Velva-Glo fluorescent oil 
base paints were used for the dis- 
plays set up by more than 4,000 sta- 
tions in seven western states. 

Station operators also got into the 
fluorescent color “act” by using the 
bright hues for special signs, direct 
mail pieces and special banners. 

The concentrated use of fluores- 
cent colors for the program was part 
of a general campaign to increase 
dealer identification. The materials 
were used primarily to introduce 
“Mobilgas Special.” 44 


Add Three New Colors 
To 3M Scotchal Line 


Three new colors—red, yellow and 
black—have been added to Minnesota 
Mining & Mfg. Co.’s (St. Paul) No. 
650 “Scotchal” plastic film. The ma- 
terial, which previously was avail- 
able in white only, is used primarily 
to make emblems and labels for 
trucks, busses, aircraft, machinery, 
container drums and glass contain- 
ers. “Scotchal” can be printed by 
letterpress or silk screen. 

The company also announced the 
discontinuation of four colors—gold, 
red, yellow and blue—in its No. 600 
“Scotchal,” but this film is still avail- 
able in white, black and green. 44 


Duro Folder Illustrates 
Varied Decal Examples 


Decals of almost any type, includ- 
ing emblem, stock label and decals 
designed to advertisers’ specifica- 
tions, are described and illustrated 
in color in a brochure distributed by 
Duro Decal Co. Inc. (Chicago). More 


than 30 examples of decals are 
shown. 
Decals used by 7-Up, Ruppert 


Beer, U. S. Rubber Co. and Colum- 
bian Pin Co. are among the examples 
illustrated. Emblem decals as used 
by a number of schools and organ- 
izations such as chambers of com- 
merce are also shown. The stock 
label decals are available in small, 
medium and large sizes — ranging 
from 1” to 6”—in a variety of shapes, 
and in gold, red and black colors. 
Other types of decals are available 
in any color and color combinations 
and in any size or shape. 


For your copy circle No. 530 on the 
Reader's Service Card inside back cover 















SERVING brand-name advertisers 
FROM COAST.T0 COAST / 


inn 


MK 


ADVERTISING 
Pee Tha 20, 
COMPANY 
OADCO BUILDING 
Cincinnati 2, Ohio 
PA 7160 


_ America’s largest producers of indoor-type, 


illuminated, point-of-sale signs 
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light the way to your location 


Let Geeco illuminated signs become a 
part of your displays. We design signs 
Write or phone for additional to suit your individual needs. 
information. 
Main Office: St. Joseph, Mo. 


Phone: 3-0271 


In Denver phone: BELMONT 3-3000 SIGNS and DISPLAYS 
In Indianapolis phone: MELROSE 4-6609 / 


GEECC 
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Pick a Bonus Combination . . . 


Here’s a package deal that’s fit to be tied and wrapped for economy. 
Combine your insertions in any two—or three—of these publications. 








@ Advertising Requirements 
e@ Industrial Marketing 
e Advertising Age 








issued by Advertising Publications, Inc. 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 
for maximum economy. 








Advertising Requirements 200 E. ‘llinols St, Chicago 11 


VITRALUME aoe RELIST. 
2 
| 









NUMBER 
in Lifetime Porcelain E HOW-TO-DO-IT MARKET Pho 
ehrriess 





Neha =i att Ident rely 600,000 advertising inquiries 


6 
P : for home workshop tools and 
any Size. e Shape Pg equip. Ge graphic. 0 men ; 
On_ Speec amet in. test 
PORCELAIN ENAMEL FINISHERS 9a Sia se 9 


3221 W 30th St. * Chicago y 


mann: ADVERTISING 
vee Grand Ave., K. C. 6, Mo. 
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CORRO-Siat 


THE new Fall Purpose 
Display Background 


For Trade and Hotel Shows, Product Promotions, 
Window or Interior Displays, Sales Meetings = a8 ¥ 
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PHILIP MORRIS catten For CORRO-St 


Says Colonel J. M. Cahn, Philip Morris Director of Military Sales: “...not only 
lasted for the first two weeks but covered all 98 performances... easy to 
assemble...excellent background...we here at Philip Morris wanted to say, 
‘Thank you’ for creating the ‘Corro-Set’.” 





DISPLAY DIVISION, Dept. AR-1 
GIBRALTAR CORRUGATED PAPER CO., Inc 


CORRO-SsT 
3 Entin Road, Clifton, New Jersey 


=> : Mite oT LE (.] Enclosed find check for $ for 
DISPLAY DIVISION a TT PYle tr} case CORRO-SET Display Backgrounds for $45.00 each 


(Shipped Railway Express unless otherwise speci- 
fied. F.O.B. Clifton, N. J.) 


td 
& i be alta. “e Se (] Send me the new illustrated CORRO-SET Brochure 


J 
CM tyme CT 
CORRUGATED PAPER COMPANY, INC. 










a Title 







* 
Set up in minutes Company 


3 Entin Road, Clifton, New Jersey mts Address 
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Admiral uses professional installation services to make sure it 


Protessional Installation 


Assures Sueeess for Admiral Displays 


gets displays in dealers’ windows during the Christmas season. 


By Bert Enos 
AR Associate Editor 


Admiral Corp. rang more than 
5,000 bells with its pre-Christmas 
promotion this year. 

The bells draw attention to Ad- 
miral’s professionally - installed 
Christmas window displays that are 
being featured in some 5,000 dealers’ 
windows across the U. S. 

This is Admiral’s second time 
around with professionally-installed 
window displays. Last year’s promo- 
tion featured a fireplace gimmick 
this year’s featyres the bells, but 
more about that later. 


> Some five months of planning and 
preparation go into the company’s 
annual Christmas window promo- 
tion. 


The promotion gets started in July, 






when John B. Ottman, sales promo- 
tion manager, together with other 
Admiral officials, asks three sup- 
pliers to submit pencil sketches and 
later, color roughs of suggested dis- 
plays. 

A series of meetings then is de- 
voted to examining the suggestions, 
which have been made according to 
budget and other specifications, and 
after considerable revamping, in- 
corporating of new ideas, modifica- 
tion of suggested ideas, etc., one of 
the submitted displays is given the 
nod. 


>The next step is to get a working 
color comprehensive dummy of the 
display decided on. It’s at this point 
that the professional window instal- 
lation company is called in. Admiral 
used ABC Display Service Inc., the 
Chicago branch of Window Adver- 
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tising Inc. (New York), which set up 
a sample window and worked out 
three different windows for dealers 
to choose from. Printing for the dis- 
plays was done by Inland Litho Co. 
(Chicago). 


While ABC is busy setting up 
sample windows, Admiral sets about 
merchandising the program. For the 
1954 program: 

e Kling Studios Inc. (Chicago) pre- 
pared black and white photos for a 
brochure and 3-D slides to be used 
with stereo viewers by the Admiral 
salesmen. 

e Dynacolor Co. (Chicago) took 
color photos and printed the color 
inserts for the brochure, using a 
photographic process that Admiral 
finds satisfactory and economical for 
four-color work. 

e After the brochure, including a 
two- color portion by Milton Kreines 
(Chicago), is printed, it goes out 
with an announcement bulletin of 
the program to Admiral distributors, 


January 


WINDOW & STORE DISPLAYS 


Yat aU tCLa Ts 


with KLEEN-STIK 








Say It With KLEEN-STIK! 

Special selling messages—Christmas 
greetings, f’rinstance—take on an 
extra-special flair when they’re de- 
signed around the marvelous self- 
stickin’ qualities of KLEEN-STIK. 
This miracle moistureless adhesive 
makes possible *‘out-of-this-world”’ 
P.O.P. applications! Just let your 
imagination go, and maybe you can 
come up with an idea like these: 


Spinning 
Santa... 





Santa Claus is “tin a whirl’’ on this 
tricky mobile, carrying good will for 
SIMMONS-SISLER CO., St. Louis 
printer and lithographer. To make 
it useful as well as decorative, 
FRANCIS A. HILLIKER added a 
KLEEN-STIK tag bearing this 
clever poem: 


Hang me on your Christmas tree, 
Or from your chandelier. 

Stick me to your mantle, 

I'll bring a note of cheer. 

Hang me in your doorway, 

I’ll make it bright and gay. 

Put me anywhere at all, 

But don’t throw me away! 


Holiday 
“Wine 
SELLER’’ 








Sales don’t grow on trees for PETRI 
WINE CO., San Francisco—but 
their 1954 Holiday message does! 
Ad Director E. HUGH SMITH really 
‘““went the limit’? on this unique 
die-cut tree with its gleaming 
acetate dangler. Strips of handy 
KLEEN-STIK ‘SD’? TAPE, applied 
right in the printer’s plant, make 
it simple to peel ’n press onto any 
flat surface in the retail store. A 
big hand for VELVETONE CO. and 
BOB BURGAN for a flashy produc- 


tion job! 


Christmas time or any time— 
KLEEN-STIK makes a festive oc- 
casion out of every P.O.P. job! 
Extra selling “punch” for window 
streamers, shelf edgers, die-cut 
signs, bumper strips, and dozens of 
other selling helps, is KLEEN- 
STIK’s “gift” to you, thru your 
regular printer or lithographer. See 
him right away ... and write away 
for our free ‘‘Idea-of-the-Month”’ 
service —right away! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 





Pioneers in pressure sensitives for Advertising and Labeling 
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. Admiral’s professionally-installed windows were designed to fit the indi- 


vidual dealer’s window space. Shown are the No. 2 (top) and No. 3 (bottom) windows. 
The No. | window is pictured on page 87. The window sign, ‘’Ring in a Merry Christmas 
with an Admiral,’’ ties in with real bells fastened to dealers’ doors. 


who then order the number of dis- 
plays they will require. 


>The brochure itself is an 84x11” 
book that describes the three win- 
dow displays being offered (dealers 
to take their choice in terms of price, 
size of window available, etc.) a dis- 
play kit and window streamer kit, 
used for adaptations of the profes- 
sionally-installed window display. 

Each of the three windows is de- 
scribed in the brochure as follows. 
A right-hand page is used as title 
page and says, “Admiral 1954 Christ- 
mas Window Display No. 1.” The “1” 
is huge and the page is enlivened 
with a Santa Claus figure and deco- 
rative design. 

The page folds out to double its 
size, with the left-hand page show- 






ing a black and white picture of the 
window and the right-hand page 
carrying a keyed description of the 
items in the window, price of the 
display installed, etc. The spread is 
followed by a four-color insert 
showing the window as it will look 
in the dealer’s store. 


>In merchandising the displays to 
dealers, the distributors: 

e Analyze shopping areas based on 
potential sales. 

e Break down their display orders 
by shopping areas. 
e Translate the 
salesmen’s quotas. 


breakdowns into 
e Sit down with the salesmen and 
list specific dealers each salesman 
should contact. In this connection it 


‘ 
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to be 
unusual! 


iF PAYS TO HAVE the capacity for more than one specialty ... 
especially at the point of sale! It pays to be unusual with 
all the sales helps—to plot a strategy that 
combines labels, packaging and displays into one triumphant sales appeal ! 


For over 43 years we have been executing such programs 


for a wide variety of clients. 
Our 220,000 square feet of new plant encloses LCONSOLIDA TED 


the most advanced lithographic and finishing equipment Lithographing Corporation 
in America—and men who think your problem through! MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
May we show you our brand of hard-selling? Main Office and Plant at Carle Place, t. 1., N. Y. 


‘ . A Sales Offices in Philadelphia, Chicago, Levisville, Tampe 
There's no obligation. Just call... 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 


LABELS @ BROCHURES @ CALENDARS © ANNUAL REPORTS 
WRAPS @ BOOKLETS @ FOLDERS @ POSTERS @ TEXTURE FOLDERS 
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is interesting to note how Admiral 
distributors follow through. If a 
salesman, armed with brochure, 
stereo viewer and slides and order 
forms, doesn’t sell the first three 
dealers he calls on, Admiral suggests 
he go back to his sales manager and 
review his sales presentation to find 
out what is wrong. 

e Work out methods whereby deal- 
ers may get displays free upon or- 
dering necessary merchandise for 
the window. 


> Meanwhile, orders for window in- 
stallations (five copies are made of 
each order form) have been going to 
Window Advertising Inc. and the 
display materials have been arriving 
at Arvey Corp. (Chicago), where 
they are collated and packaged. 

From Arvey the packaged mater- 
ials are shipped to Window Adver- 
tising affiliates scattered throughout 
the country. These professional in- 
stallation men use their own cars 
and for that reason packaging is 
important—packages must be easy to 
handle and must be easily trans- 
ported by automobile. 

In addition to the order forms and 
the packages of display material, 
each Window Advertising Inc. af- 
filiate receives a detailed set of in- 
structions for installing the windows. 


His work is aided by Admiral sales- 
men, who have checked with dealers 
in their territories about a week be- 
fore the installation to be sure the 
dealers have in stock the merchan- 
dise that will be needed for the dis- 
play. 


>The instruction sheet is complete 
in every respect, from the initial 
warning; about observing the Ad- 
miral theme in its entirety, adapting 
the display to different shaped win- 
dows and not using competitive mer- 
chandise in the windows, to 20 spe- 
cific directions which cover every 
bit of the installation from how to 
set up tv sets to where to drape 
spangled red cloth. 

The front cover of the instruction 
sheet and part of the inside cover is 
devoted to the installation of the 
bells that were mentioned earlier. 
The bells set the theme for the pro- 
motion, “Ring in a Merry Christmas 
with an Admiral.” 

Available to dealers who selected 
either Window No. 1 or No. 2, the 
bell unit included three real bells 
with an electric motor and was at- 
tached to the ‘transom in the outside 
vestibule of the store’s main en- 
trance, although in some cases where 
outside installation was impossible, 
the bell unit was attached to an in- 





side window frame indoors but close 
to the store entrance. 

The bells ring out with a merry, 
pleasant sound that ties in with the 
display theme, “Ring in a Merry 
Christmas with an Admiral.” 


> As an inducement to choose either 
the No. 1 or No. 2 window, the com- 
pany presents the bell and motor 
units to dealers, following last year’s 
practice of presenting dealers with 
a brass fireplace screen and fireplace 
tools that were part of the 1953 dis- 
play. 

Admiral has two good reasons for 
using professionally-installed win- 
dow displays for its annual pre- 
Christmas promotion. 


e Dealers are too busy to devote the 
necessary time to putting in the kind 
of window Admiral wants. 


e Salesmen work on commission and 
are reluctant to take time from their 
selling programs to install the win- 
dows. In any case, it’s better for 
salesmen to be selling, Admiral be- 
lieves. 

As for removing the profession- 
ally-installed windows after the 
Christmas season, that’s no problem 
at all. 

We'd just as soon they stay up all 
year, says Admiral. 44 


HANKSCRAFT 
DISPLAY MOTORS 


MORE 
BEER* 


There’s no fishing for sales with this 
Budweiser sales-producing display! 
You’ll find many other famous 
names in action with Hankscraft 
display motors, because nothing 
attracts attention like motion. 
Operates for weeks without attention 
—and on a single flashlight battery 


FREE BOOK! 16 pages of detailed information and 


é Boat and gal rock while 
fishline flexes, drawing 
attention to product name. 


Display for Anheuser-Busch, Inc. 





THE HANKSCRAFT COMPANY °* REEDSBURG, WISCONSIN 


drawings on 11 basic Hankscraft models, special 
motor applications, and free engineering service 


that will help you plan the most effective 
animation for your display. 


THE HANKSCRAFT COMPANY, Dept. AR-1 
REEDSBURG, WISCONSIN 


Please send me FREE manual on Hankscraft Display Motors. 


NAME....... 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK ® DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 
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Dispenser for Jobbers . . . This attractive 
cabinet unit is being offered to jobbers 
by gift card manufacturer, the John Henry 
Co. More than 88 different cards can be 
dispensed through the unit. Jobbers are 
using the cabinet to sell the gift enclo- 
sure cards to retailers. 


Handy Dispenser Unit 
Designed for Jobbers 


A permanent display merchandiser 
of the type frequently used by re- 
tailers in their stores is being used 
to sell to the retailers. Developed 
by the John Henry Co. (Lansing, 
Mich.), the unit is a gift card dis- 
penser intended primarily for use in 
jobber display rooms. 

The unit provides a handy and 
convenient method for retailers to 
select their gift card requirements. 
The cabinet is entirely self-servicing 
and saves the jobber the usual time 
required to help the retailer make 
his selection. 

Measuring 78” high, 46” wide and 
18” deep, the dispenser unit has 88 
different card numbers which can 
be serviced from the upper section 
of the cabinet. Each compartment 
holds a minimum of 20 packs of 50 
cards, each pack cellophane- 
wrapped. The front of each com- 
partment has a slot for inserting a 
sample card to show the contents of 
the compartment. Each of the eight 
drawers has been separated into 11 
separate compartments. Each drawer 
is on a slight slant so that when the 
first pack in a compartment is re- 
moved, the remainder of the packs 
slide down into position to serve the 
next retailer. 


> The bottom section of the dispenser 
has two sliding doors which allow 
sufficient storage space for extra 
boxes holding 500 cards each. The 
cabinet is finished in natural wood 
and stands on metal legs. The top of 
the cabinet is wired for a neon tube 
to be inserted behind a sign that 
reads “Enclosure Cards.” The cards 
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COMMAND AND FOCUS 
ATTENTION 


where it Count Most! 


Send for this 
FREE BOOK 


It's crammed with BIG 
ideas that will add dra- 
matic impact to your sales 
promotional efforts. 


Colorful, attention-compelling Hollywood 
Banners catch the consumer’s eye and create 
an incentive to buy ... right at point of 
purchase! Hollywood, recognized as the 
country’s leading banner maker, has been 
serving the ‘““Who’s Who” of American 
industry for over a quarter of a century. 
Our extensive and varied experience is at 
your service ... no order is too large or 
too small! Our specialists will be happy 
to call on you, without obligation, no 
matter where you are located! 


HOLLYWOOD BANNERS are available 
in styles, shapes, sizes and quantities to 
fit every need. 


PUMA 1 Sean 


—) a small additional 


TWIN-STICK 301 
on the back of easel dis- 
plays allows the display 
to be mounted on any 
vertical surface when 
counter space is not 
available. 
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SPECIALLY DESIGNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 
Exceedingly strong adhesive tack over- 
TeTaalt Me loll ee Maid el - Te 


@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 


ADHERES RUBBER PRODUCTS CO. 
TOANY TUT ADI 242. WESTFULTON stREET 
SURFACE CHICAGO 6, ILLINOIS 
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Display Problem 
Got You Down? 


Don't despair... 
just call 


COPELAND 


Designers and manufacturers 
of every type display 
in all materials 


since 1935. 
Call or write for literature 


Copeland Displays, Inc. 
537 W. 53 ST., N. Y. C. 
CO 5-5621 
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Meyercord’s Idea Book on Point of Sale 


DECAL SIGNS 
Yours FREE . . . write for your copy today... 


The new Meyercord Decal Sign AD-visor is 
the biggest, most complete book for the field 
of Point of Sale decal signs that we've ever 
assembled .. . and we want you to have 
4a copy with Meyercord’s compliments. The 
AD-visor is packed with dozens of new uses 
and new ideas for permanent Point of Sale 
decal signs with hundreds of illustrations in 
full co!or. You'll see how the nation’s leading 
national and regional advertisers are using 
Meyercord Decal Signs to promote famous 
brand names, product reproductions, trade- 
marks and sales producing messages. Plenty 
of potent ideas on how you may stimulate 
sales at the dealer level. Write for your FREE 
copy on your company letterhead today! 


THE MEYERCORD Co. 
LLC Pe ID TTT LO aa] 


Dept. B-207, 5323 W. Lake St., Chicago 44, Illinois 
. for more details circle 626, page 109 
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offered in dispenser cover practically 
every occasion appropriate to gift 
giving, and are designed to be offered 
by the retailer to customers buying 
gifts as a service. 

The cabinets are priced (to job- 
bers) at $168. The company reports 
that since the cabinets have been 
offered, jobbers have expressed en- 
thusiasm for them, saying that the 
convenience and attractiveness of the 
unit has resulted in higher card 
sales. 44 


Design Compact New 
Display Turntable 


A compact new flashlight battery- 
powered turntable, which will run 
on its power continuously for 850 
hours, has been developed by Brevel 
Products Corp. (New York). The 
specially designed unit is silent and 


needs no wiring, outlets or special 
fixtures. 

The Vue-More turntable will ro- 
tate a display load of up to 6% 
pounds at 4 r.p.m. Like other units 
in the Vue-More line, it is finished in 
silver gray crackle. The unit is avail- 
able in two sizes—8” or 12” turntable 
discs—or without discs as a motor 
box. A tapped center hole is pro- 
vided for easy attachment of tier 
structure displays and for other uses. 

44 


“The cheesecake layout I ordered!” 








NS 
(that ts) N 


‘ Model PDF-20 
@ Leading Advertisers use 
medern clocks for they know clock advertising com- 


mands preferred position at the Point-of-Purchase. 


modern clocks — specialists in clock designing and fab- 
rication for 23 years — give brighter illumination, 
flexibility in dealer imprints, and low line voltage 
operation; all at competitive prices. 
see our complete line: 
Display Center, 58 Park Ave., NYC 


today—wire, write or phone for complete information. 


Exclusive territories available 
to representatives. 


& a \ 

modern clock advertising co. 
2127 Broadway, New York 7, N. Y. AP 7-8709 
“the Utility line in P. O. P. Display” 


\ 
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IMMEDIATE DELIVERY 


From Stock... 


Plexiglas 


@ .060 thru 3.000. 
@ Clear and Colors. 
@ Stock and Custom Cut Sizes. 


Vinylite 
@ .010 thru .125—Sizes 20 x 50— 
21 x 51 


@ Rigid and Flexible. 
@ Clear—Matte—Colors. 


Cellulose Acetate 
@ Clear—Matte—Colors. 
‘ee 
@ And Sheets Cut to Any Size. 


PRICES THAT ARE RIGHT 
Telephone Dickens 2-2616 


TRANSILWRAP COMPANY 


2814 Fullerton Avenue 
Chicago 47, Ill. 


1647-49 Henvis Street 
EASTERN DIVISION Philadelphia 40, Pena. 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


9 


USTABUSHED 668 
PRESS CLIPPING BUREAU 
BArclay 7-537! 


165 Church Street New York 7, N. Y. 


will provide you with a record of your 
results from promotions and releases. 


For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 
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DIRECT ADVERTISING 


> 


Cutting Catalog Costs 


Z 


Sloss & Brittain, San Francisco wholesale distributor, found an unusual 
answer to its problem of revising catalog pages for price changes. 


By Jeff Thomson 
AR San Francisco Correspondent 


Unlike the specialty salesman who 
handles but a few easily carried 
items, the representative of a large 
wholesale hardware firm must ob- 
viously depend largely upon an effi- 
cient catalog to help move his com- 
pany’s vast line of bulky goods. But, 
what happens when that catalog itself 
becomes so bulky it ceases to be an 
effective sales aid? 

Sloss & Brittain, San Francisco 
hardware wholesaler, recently came 
face-to-face with just such a prob- 
lem. Its price book, crammed with 
inserts, inserts for inserts, mimeo- 
graphed addenda and manufactur- 
er’s printed pages, was 81%” thick 
and weighed a _ back-breaking 35 
pounds! 

Thanks to rotary offset lithography 
plus a new product developed by 
Remington Rand Inc.—a special pres- 
sure-sensitive adhesive-backed lith- 
ographic “Plastiplate’—that catalog 
has been pared 50% in thickness and 
75% in weight. Sloss & Brittain has 
revolutionized its catalog production 
and its salesmen now have the kind 


of streamlined selling tool they re- 
quire. 


>First established in 1913, Sloss & 
Brittain has grown to become one of 
the largest wholesale hardware firms 
in the West. Its general line of mer- 
chandise comprises some 25,000 to 
40,000 items, ranging from tools, elec- 
trical supplies and builders’ hard- 
ware through sporting goods and 
household appliances. 

New products are added to the line 
or are deleted almost daily and 
prices fluctuate constantly. Thus, the 
job of maintaining a catalog—with 
up-to-the-minute prices, specifica- 
tions and illustrations—to present all 
that enormous sundry stock, is a gi- 
gantic operation. No wonder that, by 
the outbreak of the Korean conflict, 
Sloss & Brittain’s catalog department 
could no longer keep pace with rap- 
idly changing industry conditions. 

And no wonder its frustrated 
salesman complained. He needed the 
legs of a pack mule to carry his price 
book and the talent of a code expert 
to decipher it. 


>The catalog, already bursting at 


the seams and woefully out-of-date, 
seemed destined to become even 
more unwieldy as the impending re- 
moval of controls foretold a flood of 
new price changes all down the line. 
At the same time the cost of printing 
was rising. It was decided, there- 
fore, to seek a solution to these prob- 
lems through offset lithography, and 
these three goals were established: 
1. Reduce catalog weight and bulk. 
2. Devise a flexible printing system 
enabling rapid revision of prices and 
specifications. 
3. Reduce catalog production costs. 
Since 1933, Sloss & Brittain had 
handled page make-up and actual 
press runs in its own print shop. 
Loose-leaf catalog pages were print- 
ed by letterpress. Linotype composi- 
tion was purchased locally, and elec- 
trotypes were obtained free from 
manufacturers. The company turned 
out handsome copy, indeed, but any 
major revision required months and 
the new sheets, in many instances, 
would be obsolete before they 
reached the salesman’s hands. Worse, 
the job amounted to one continuous 
revision. 
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The process became a never-end- 
ing vicious circle as every change in 
the basic price of steel, or in freight 
rates, or in labor costs would force 
price changes throughout the entire 
hardware business. Often, all three 
basic costs would rise separately in 
a matter of weeks, each increase re- 
flecting itself in more changes in the 
wholesale price of hardware. In a 
desperate compromise for speed, 
Sloss & Brittain began to mimeo- 
graph new product and price infor- 
mation on insert pages. As one in- 
sert page was needed for each of the 
1,200 printed pages, plus additional 
inserts for new products, catalog 
bulk and weight were doubled. Up 
went catalog costs; down went effi- 
ciency and appearance. 


> After deciding to switch from let- 
terpress to offset lithography, Sloss 
& Brittain’s catalog staff began a 
year-long trial and error period, dur- 
ing which the department tried to 
apply well-meant “expert” advice 
which proved impractical. It was 
suggested that the company photo- 
graphically reduce page size and use 
zinc plates upon which the necessary 
price data could be typed. This was 
tried, but fine print wouldn’t stand 
reduction. The process was costly 
and fingerprint trouble resulted from 
transfer of girl operators’ hand 
creams. Furthermore, the method 
didn’t provide the needed flexibility. 
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Cost-Saving Change . . . Here is how the 
new method for handling catalog price 
changes works: 


Upper left: A 3’’ space for prices is re- 
served at the outside margin of each cata- 
log plate. When revisions are needed only 
a new price tab need be retyped on a 3” 
width of adhesive-backed Plastiplate. The 
old tab is stripped off; the new one 
pressed in place on the original plate. 


Upper center: An electric typewriter using 
8 pt. type, closely matching the regular 
typeface, is used with a carbon ribbon to 
type price data on the overlay tab. 


Upper right: In cases where some existing 
standing type can be used, a reproduction 
proof is pulled on glossy paper. Revisions 
are made in text with an electric type- 
writer. Then the mocked-up page is pho- 
tographed and the negative is burned in 
on a Photo Plastiplate. 


Lower left: In cases where standing type 
may be revised without need for typewrit- 
ten corrections, a final proof is pulled onto 
a Direct Image Plastiplate. 


Lower right: Because of the increased 
thickness caused by use of overlay on the 
leading edge of the plate, a compensating 
underlay is attached to the plate cylinder 
and remains there permanently. 


The possibility of using paper 
plates, with overlays to carry price 
information, promised the desired 
economy, and that procedure was 
tried next. 

The plan was to use as much of 
the standing catalog as possible since 
more than 1,200 pages stood in the 
galley racks with cuts and type mat- 
ter intact. Not wanting to scrap the 
entire investment, they tried remak- 
ing the standing forms to eliminate 
obsolete items. Proofs from these 
remakes were pulled directly on 
direct-image paper plates and re- 
vised specifications were typed in as 
needed. A separately-typed overlay 
price tab was used to carry net price 
information in a column at the edge 
of the page. 





>Though perfect in theory, this 
method did not work in actual prac- 
tice. The method was sound, but 
available materials were inadequate. 
Typed-in matter did not print as 
clearly as did the proof press impres- 
sion. The overlay, a tab about 3” 
wide by 10” long, attached to the 
leading edge of the rotary plate, 
would dislodge after a few revolu- 
tions and eventually land in the ink 
rollers. To keep the overlay in place, 
numerous devices were tried — mat 
guides, special phosphor bronze 
springs and a variety of rubber-base 
adhesives—all unsuccessfully. 

The final conclusion was that the 
overlay method was the right ap- 
proach to the problem, but that some 
pressure-sensitive adhesive, such as 
used on cellulose tape, was needed. 

That’s when Remington Rand be- 
came interested in the problem and 
responded with an especially devel- 
oped pressure-sensitive Plastiplate. 
The new backing, combined with the 
clean, sharp working characteristics 
of the plastic plates, proved success- 
ful from the start. Sloss & Brittain’s 
trial and error period was ended. Its 
entire press operation was then re- 
organized around the use of the new 
litho material. 


>Here is the current set-up: 

Both direct-image and pre-sensi- 
tized photographic Plastiplates are 
now used, depending upon the prob- 





lem involved. When some of the ex- 
isting standing type can be salvaged, 
a reproduction proof of that usable 
type is pulled on glossy paper. All 
necessary revisions in descriptions 
are then typed in with an electric 
typewriter equipped with carbon 
ribbon. The typewriter, using small 
(8 pt.) type, closely matches the 
linotype. When all of the copy for a 
page is mocked up, the page is pho- 
tographed and the resulting nega- 
tive is burned in on photo Plasti- 
plate. In other instances, when 
standing type can be revised without 
need for typewritten additions, a 
final proof is pulled onto direct- 
image Plastiplate. 

A 3” space is reserved at the out- 
side margin of each page, and re- 
gardless of which type of plate is 
used, price data appears in that col- 
umn. Thus, when price changes oc- 
cur it is necessary only to type a new 
price tab on a 3” width of adhesive- 
backed direct-image plate. The old 
tab is stripped off and the new tab 
is pressed in place over the price 
column on the appropriate original 
plate and the entire plate is ready 
to be re-run. 

Because of the increased thickness 
caused by the overlay on the lead- 


Space Saver In scrapping type metal 
accumulated since 1933, Sloss & Brittain 
will gain 250 cu. ft. of space occupied by 
the type racks shown here. As a ‘’bonus”’ 
S & B will also net 14c more per pound in 
selling that type than the average paid for 
it. New plastic plates representing all this 
type metal can be stored in a two-drawer 
legal file. 


ing edge of the plate, a compensat- 
ing underlay is attached to the 
matching portion of the plate cylin- 
der of the rotary press. This is a 
simple operation; 3” are trimmed 
from a blank adhesive-backed plate 
and the remaining portion is placed 
on the plate cylinder so as to regis- 
ter under the remainder of the plate 
area—the area not occupied by the 
price tab overlay. 


>The 1,200 insert price sheets for- 
merly used have been completely 
eliminated, and since pages can now 
be changed frequently, a lighter, 
lower-grade paper stock is used. 
Thus, even though the new pages are 
larger—measuring 1012”x134%” com- 
pared to 11x11%4” for the old pages 
—catalog weight has been reduced 
from 35 to 14 lbs. and thickness from 
814” to less than 4”! 

Remember that the first two ob- 
jectives were to reduce weight and 
bulk and to develop a system per- 
mitting rapid revision? Obviously, 
those requirements were met, but 
what about the third objective—re- 
duction of costs? 

Here, too, the new combination of 
offset lithography and pressure-sen- 
sitive plates, pioneered in use hy 
Sloss & Brittain, has paid off. Paper 
costs are down from 80¢ to 35¢ per 
pound, and since 100 copies of all 
1,200 pages are run (to take care of 
both salesmen and house catalogs) 
that savings is appreciable. In elim- 
inating the cost of type setting, it is 
estimated that another $20 per page 
is saved. Furthermore, catalog de- 
partment personnel costs are down 
almost 50°, since girls are now hired 
to operate litho machines. 


> Almost 250 cu. ft. of valuable floor 
space will be made available for pro- 
ductive use as all of the standing 
type forms are gradually replaced 
with compact, lightweight plastic 
plates. These plates can readily be 
stored in a two-drawer legal-size file, 
whereas the two galley racks for 
type forms occupy spaces measuring 
8x22x1’ and 4x9x2’. 

Sloss & Brittain stands to net a 
substantial capital gains bonus in 
scrapping some 20,000 lbs. of surplus 
type metal, too, for it currently mar- 
kets at 14¢ per pound more than the 
average price paid for it during the 
17-year period in which it was ac- 
cumulated. 

But no matter how real and appre- 
ciable they may be, these economies 
are secondary. The important thing 
for Sloss & Brittain is that it now has 
a catalog that helps to keep those 
25,000 to 40,000 hardware items mov- 
ing from its warehouse. 44 








SEWING 
We stick to our -kaitting- 


EDITION 
BINDING 


Hard cover, sewed book work 


Smyth sewed books 

Singer saddle sewed books 

Singer side sewed books 

Cloth over board covers 

Paper over board covers 

Padded covers 

Rounded and backed books 

Flat back books 

Short run editions 

Unusual sizes 

Catalogs, trade books, text books, 
handbooks, manuals, set work, 
diaries 

Juveniles (trade and library) 
School yearbooks 

Annual reports, product and insti- 
tutional promotions in hard covers 
Offset printed books 

Foreign language books 


Send for your free copies of ‘‘Impositions.”’ 
“The Publisher's Assistant’’ and “‘The Chal- 
lenge to Your Wastepaper Basket.” 


PYBLISHERS BOOK BINDERY, INC. 


Kenneth W. James, Pres. 
1.8 LAFAYETTE ST., NEW YORK 13, N. Y. 
CAnal 6-3415-6-7 
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SEND YOUR CATALOG 


AND 1°* CLASS LETTER 
TOGETHER IN 


Bez 


Lee ENVELOPE 


@ Envelope compartment is integral 
construction ... not pasted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
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she handles all the details 


Let Marie handie your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


a. Lied Sof 


431 S$. Dearborn St. © Chicago 5, Illinois 
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SRSTLIST 


FLOWER AND GARDEN I Phone 
Arrison 


buyers, individuals, 

from media ad 
rejtning Bate selection. On 
Siase = IBM equipment. 


2/3 wom 
; 


= i" ROSKAM ADVERTISING 
1430 Grand Ave., K. C. 6, Mo. 
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To 
Reach 
the 
Actual 
Buyers 


of 


ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 

in 


Advertising 
Requirements 
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Open Door Policy . . 


of Certified’s ring mountings. 


Gimmicks Turn Trick 





. Certified Metals Co. opened plenty of doors through a direct mail 
campaign featuring these inexpensive gimmicks. 


Each one illustrated a special feature 


Imagination and Professional Experience 
Key to Inexpensive Direct Mail Campaign 


By Philip Kessler 
Copy Chief 
Gramercy Advertising Co. Inc. 
New York 


When Arnold Golber of Certified 
Metals Co. (Newark, N. J.) presented 
his advertising problem to the Gra- 
mercy Advertising Co., the agency 
executives were intrigued by the 
challenge. Certified, like many other 
companies just starting out, had little 
money to spend on advertising, and 
the field itself is tremendously com- 
petitive. 

Gramercy analyzed the factors in 
favor of Certified, a new manufac- 
turer of mountings for diamond and 
wedding rings: 

1. Its immediate market was lim- 
ited —just 300 jewelry wholesalers 
scattered throughout the country. 

2. The product itself was of excellent 
quality. 

3. The agency was given practically 
a free hand in solving the problem. 
Although the budget was low, there 
were no inbred advertising habits to 
change. The agency could concen- 
trate on the job at hand. 


>The problems of budget, and the 
small immediate market, made di- 
rect mail the only logical medium to 


use. 





The objective of the campaign was 
narrowed down to this: Could we so 
impress the name of Certified and 
the quality of Certified ring mount- 
ings in the minds of jewelry whole- 
salers that when a Certified sales- 
man called, he would receive an im- 
mediate welcome and his line would 
be looked at with interest? 

We knew that every day whole- 
salers received huge stacks of pro- 
motional material from manufactur- 
ers—flyers, leaflets, letters, catalogs 

. almost every form of direct mail. 
To make an impression, our direct 
mail pieces would have to be dif- 
ferent. To implant this impression 
strongly, so that the Certified sales- 
man who might not arrive for two or 
more months would still receive a 
favorable welcome, the mailing pieces 
would have to be continuous. And 
all this would have to be done on a 
budget so tiny it would make almost 
any ad manager sit down and cry. 


> After making a list of all the ad- 
vantages and sales features of Certi- 
fied ring mountings, we narrowed 
what we had to say down to nine 
important points. Our problem was 
to get these points across dramat- 
ically, in a mailing piece that would 
be immediately recognized as un- 


usual, and in a way that would be 
remembered strongly. 

A printed piece, even a clever, un- 
usual one, was still an expensive 
item ... especially if it required any 
sort of fancy artwork. And we still 
could not possibly compete with the 
attractive and expensive printed 
mailing pieces which wholesalers re- 
ceived every day. 

We decided to send a small phys- 
ical object, sometimes known as a 
“gimmick” in trade parlance. It 
would arrive in an actual package. 
Thus, immediately it would be re- 
moved from the ordinary run of 
mail. It had to be inexpensive, 
light in weight to save mailing costs, 
yet attractive and different enough 
to make an impression. 


>Here are the nine mailing pieces 
we finally arrived at to illustrate the 
points we wanted to make. Except 
for the first three mailings, which 
were sent out at approximately three 
day intervals, the mailing pieces 
were mailed on the Monday of each 
week. With each object was a 4x4” 
square card, printed in gold on heavy 
Kromkote stock. To keep costs down, 
the only art treatment on the cards 
was no treatment at all. This was 
one job in which plain type and 
simple layouts were the order of the 
day. 

1. A colorful paper tulip was placed 
in a tissue-lined box, over a card 
reading, “NEW and as fresh as Spring 
... the world’s newest diamond ring 
mountings and gold wedding rings. 
Certified ... coming your way soon.” 


2. Three days later, each wholesaler 
received a large (16x20”) full-color 
reproduction of a famous art master- 
piece. The print was mailed flat, 
in a large envelope with cardboard 
protectors. The card clipped to it 
read, “Only an expert could create 
a masterpiece such as this! So too, 
only experts could create the world’s 
newest, most advanced ring mount- 
ing . . . Certified. You’re going to 
hear more ... much more about 
Certified!” 

3. The third mailing piece was a copy 
of a notarized letter from a testing 
organization attesting to the fact that 
the Certified ring which it had ex- 
amined had a gold content of 58.34%, 
and was thus legal 14 kt. gold. 

This particular feature was stressed 
because many rings, while stamped 
14 kt. gold, contained less than 
14 /24th of gold, although still within 
legal limits. Certified rings would al- 
ways have the correct percentage 
of gold. Copy on the card read, “Re- 
member this fact! No other ring 
mounting but Certified gives sworn 
proof of legal 14 kt. gold content. 
Just one of Certified’s advances to 


help you sell.” The letter was mailed 
in a black portfolio made of simu- 
lated leatherette. A small seal, 
stamped out of gold paper, was 
pasted in the inside of the folder. 
seal would be included in future 
mailings to help establish recognition 
of the mailing piece. 


4. One of the important features of 
Certified rings is an interlocking de- 
vice called the “Hide-A-Way” lock. 
An interlocking device is used to 
keep wedding and engagement ring 
together on the wearer’s finger, and 
most manufacturers have incorpo- 
rated one in their ring sets. To pro- 
mote this feature, a small lock and 
a pair of keys was attached to a card 
on which was printed this little 
jingle: 

Accept with our compliments this 

little lock, 
It’s just our way to say... 
No better lock was ever created 
Than the lock called “Hide-A- 
Way.” 

5. This mailing piece consisted of a 
pair of colorful children’s sun glasses 
... “For use when viewing new Cer- 
tified ring mountings.” Copy told 
how Certified’s new silicon flash 
process produced a brighter finish, 
making diamonds look more brilliant 
and sparkling. 


6. To promote Certified’s “all 
around” circlets, a type of ring that 
is bought when couples can not af- 
ford both a wedding and engagement 
ring, a pair of children’s aluminum 
handcuffs was mailed, with a card 
reading, “Don’t be hand-cuffed! 
When retailers stop buying their 
regular goods, the ring that sells is 
the Diamond “All Around” Circlet 
. ete.” 


7. A Cadillac (small, plastic model, 
of course). The card attached read, 
“Style makes the sale. As true in 
diamond rings as in automobiles. 
You'll find new Certified mountings 
are designed in sparkling new styles. 
Certified sets the pace in styles, too.” 
8. A plastic piggy bank. This one is 
obvious .. . “You'll save with Certi- 


“Our club has given us a budget of $25 

. . . We want to have a booklet with 

lots of pictures and those cute holes 
cut into the pages!” 


fied.” Copy explained how Certified, 
a new and prime manufacturer, kept 
costs down by doing all manufac- 
turing processes itself, and doing 
them on newer, more efficient ma- 
chinery. 


9. To wind up the campaign, Arnold 
Golber of Certified Metals Co. sent 
a short personal letter to each whole- 
saler. He said that he hoped the 
mailings were a pleasant interlude, 
and that if a Certified salesman had 
not called yet, one soon would, and 
that he hoped the wholesaler would 
look at the line. 


>Was this unusual mailing cam- 
paign a success? 

The answer is an unqualified “yes.” 
After receiving the second mailing 
piece, one of the nation’s largest jew- 
elry wholesalers telephoned from 
Pittsburgh with an excited request 
to see the new line of mountings. 
This, as you might imagine, is a rare 
occurrence. Without exception, just 
as soon as a Certified salesman told 
a wholesaler the name of the com- 
pany he represented, the conversa- 
tion shifted right to the mailing 
pieces, and from there into the mer- 
chandise itself. 


The success of this direct mail 
campaign proved one thing — that 
imagination and professional experi- 
ence could produce an inexpensive 
advertising campaign . . . a campaign 
that could get a small company 
started in one of the most highly 
competitive fields. It proved that the 
amount of money available is not al- 
ways the most important factor in 
producing a successful advertising 
campaign. 44 


Fisher-Stevens Offers 
New Professional Lists 


Seven new folders of complete up- 
to-date counts of professional lists 
have been compiled and printed by 
Fisher-Stevens Service Inc. (New 
York). The lists include physicians, 
dentists, osteopaths, veterinarians, 
hospitals, druggists, foreign lists and 
other domestic lists. 

The foreign lists cover physicians, 
drug stores and hospitals in all coun- 
tries where such information is avail- 
able, while the “other domestic lists” 
folder includes nurses, M.D.’s in the 
veterans administration and Indian 
service, surgical supply dealers, chi- 
ropractors and chiropodists in the 
U.S. and a summary of all profes- 
sional groups in the metropolitan 
New York area. 

A copy of any section may be ob- 
tained from William A. McComb, 
vice-president, 345 Hudson St., New 
York 14. 44 
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750 type styles and the skill to make them work for you. 


This large and varied type style selection 
is a perfect tool in the hands of 
Monsen’s typographic craftsmen—your insurance 


; | Chica O11 
against make-do, a guarantee of exactly the 929 _. Tiltnois Street 
right typographic “‘voice’’ for your message. Los Angeles 15 
928 Figueroa Street 
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Monsen’s Typographic Handibook eis 1 
shows them all. To obtain it, just send us a card. 509 F Street, N.W. 
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By G. H. Petty 
Layout and Design 
Rogers Typesetting Co. 


Indianapolis 


With the advent of the layout art- 
ist a quarter century or so ago, the 
typesetter found himself, with rare 
exceptions, being gradually pushed 
out of the limelight. Today he just 
sets type; no longer does he do the 
entire job, design and all, as he once 
did. He has layouts and specifica- 
tions to work by, all more or less 
accurate. 

This change wasn’t particularly 
pleasing to this scrivener whose hair 
isn’t as thick, brown and curly as 
it once was. But it’s all for the best— 
that much I must admit. 

The layout artist, unaware of me- 
chanical limitations and unhampered 
by tradition, scrapped all the rules 
of the past and from the heap cre- 
ated the livelier, more meaningful 
printed advertising that was needed 
to keep it in step with architecture 
and other things creative. The few 
typesetters who did read the future 
correctly were unable to manage the 
step alone. Indeed, for the most part 
they were inclined to resent any- 
thing new advocated by the layout 
artist. 


> This change has brought into being 
a new set of specialists among whom 
there must be the closest kind of 
cooperation. One must know some- 
thing of the work of the others. No 
one of them can succeed unless he is 
willing—and does—learn from the 
others. 





A typesetter offers some suggestions to advertising production men. 


That is especially true of the lay- 
out artist or the production man in 
an agency who, in the hurry to mas- 
ter one phase, has tried to force new 
customs that cannot be forced, and 
the typesetter. Unless one has an un- 
derstanding of the other’s work, it’s 
pretty hard to achieve the desired 
end. 


>The first requisite of a good lay- 
out artist, it seems to me, is to 


Know printers’ measures 


There’s nothing complicated about 
it. Six picas make one inch. Twelve 
points make a pica. Type is made to 
sizes based on points and is set to 
pica measurements. An em is the 
square of the size of type being used; 
it could be any one of the thousands 
of types made since Gutenberg. Type 
is not set to em widths; it’s set to 
pica widths. Twenty picas make 20 
picas—not 20 ems. Twenty ems of 
6-pt. type make 10 picas; 20 ems of 
12-pt. type make 20 picas. Twenty 
ems of 8-pt. type make 13 picas and 
four points. 

The two words, technically, are 
not interchangeable even though 
many workers (typesetters includ- 
ed!) try to make them so. It isn’t 
really so confusing. We know what’s 
wanted (if we have a layout or trac- 
ing) and set the type accordingly. 


> What happened to bring about this 
mild state of confusion? 

Simply this: back in the late 80’s 
of the preceding century the powers- 
that-be got together and set up 
what’s known as the American point 


A Few Hints 
For Admen 
from a Compositor 













system. Since then all type, hand 
and machine, has been set accord- 
ingly. The measuring devices on all 
machinery are based on that system. 
The manufacturers could have 
adopted the inch system; in that 
event it would have been easy 
enough to set type to 1%” wide. But 
they didn’t and as it is we have to 
make it 11 picas and three points. 
This calls for setting the machine to 
12 picas and inserting a quad or a 
space (or some combination that 
adds up to nine points) at one end 
of each line. That is a pain in the 
neck—the linotype man is forced to 
pause with each line and hand in- 
sert what is necessary. That runs 
time —and costs—up considerably. 
Monotype is a little different, it can 
be set correctly. 

The only way around all this is to 
change the measuring devices on the 
hundreds of thousands of machines 
in use today. That is a bit on the 
impractical side, you will have to 
admit. It’s easier to remove all ques- 
tion by making layouts based on the 
pica scale rather than the inch scale. 


> Typesetters cannot make up 7x10” 
ads; they must make up 42 pica x 60 
pica ads. (Technically there is a 
slight difference.) Even those that 
are made 7x10” by engravers, the 
ones for which the typesetters sup- 
ply only photo proofs of small sec- 
tions, are regarded as 42 picas x 60 
picas by the man who makes them 
up for insertion in forms for press. 
Allowances are made to conform to 
makeup requirements. 

When inches can be converted to 
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even picas or half picas it’s not dif- 
ficult, but when you get into six- 
teenths you are inviting a barrel of 
trouble for yourself. Can a typesetter 
set type to exactly 17/32” wide? Or- 
ders often come to us so marked. 
Wouldn’t it reduce the headache if 
the layout were made to 1%” wide 
(and the illustration that accom- 
panies it) which is 74% picas? I imag- 
ine that just as many articles being 
advertised would be sold. 

What, then, is there to do? Use line 
gauges instead of inch rulers. They 
don’t cost any more and they are just 
as easy to use. If you want to call 
them 7x10” ads, go ahead and do so. 
It’s easier and everyone, even the 
man on the street, knows what 
you're talking about. But for heav- 
en’s sake, if you have a two-column 
page with two picas between col- 
umns, call that space two picas, not 
five-sixteenths of an inch! Or eleven- 
thirty-seconds! 

And don’t ask your typesetter to 
tell you the difference, in inches, 
between 6-pt. type and 7-pt. type. 
I have been asked that! 


>The second requisite is to 
Learn to fit type 


Most production and layout men 
have some system of determining the 
correct amount of copy to fit a given 
space. Or allowing the proper 
amount of space for the copy fur- 
nished. 

There’s no need (or space) to go 
into the complicated work of copy- 
fitting here. Experts have their own 
system and will argue for it against 
those of others. They’re all good if 
the end result is obtained. Suffice it 
to say, however, that the best is 
based on characters per pica—which 
means characters per line. All the 
type companies have made up charts 
covering their own types. These are 
available free of charge and they’re 
easy to use. 

They’re all quite a bit alike. But 
you must know the type being used. 
For instance, Monotype 353 (Basker- 
ville) figures different than Linotype 
Baskerville. Others vary just enough 
to often throw off calculations when 
there is a lot of copy. For a para- 
raph or two, or where a line or two 
under or over will not matter, it is 
not necessary to figure so close, or 
in cases where leading can make up 
the difference. 


>If the character-per-pica count is 
not available, here’s a quick and ac- 
curate way to determine one: 
Obtain from your typesetter the 
lowercase (a to z) width in points 
of the size type you have in mind 
and divide 342 by that figure. To 
make it work, simply multiply the 
figure you obtain by the width in 
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picas of the measure you want and 
you will have a count that will work 
nine-tenths of the time. 

(Where does 342 come from? Don’t 
ask me. It’s comparable to pi [3.1416] 
and was worked out by some mathe- 
matical wizard long before my time.) 

Above all, don’t try to use the 
word count. Except when you want 
an approximate count it just doesn’t 
work. And don’t try to count so 
many lines to an inch of space up and 
down. Can you get an even number 
of lines of 10 pt. in an inch? Or 11? 


> This next applies more to the lay- 
out man or artist (call him what you 
will) than to the production man. 
It concerns dummying up 


Lettering that will fit 


This covers a multitude of sins, 
the greatest of which is lettering 
lines that require a size of type in 
between two sizes available. There 
is quite a jump between, say, 60 and 
72 point Garamond Bold. Type is 
cold metal. It is unstretchable, un- 
condensable. It can’t be changed at 
will as the artist can the lettering he 
does with a pencil. (Oh yes, there 
are such things as shaving charac- 
ters and letterspacing, but there is a 
limit to these.) 

Certain sizes only are to be had: 
14, 16 (some fonts), 18, 24, 30, 36, 42 
(most fonts), 48, 60 and 72 pt. Learn 
these sizes. Most progressive type- 
setters have alphabet proofs that are 
available. Trace from these. Or use 
them as models for sizes. If he can- 
not supply you with complete proofs 
of the types he has, then you can 
use specimen sheets which show cer- 
tain of the letters. These will do the 
job but, of course, on a less thorough 
scale. 

Letter the size you want. Don’t 
expect the typesetter to have in- 
between sizes—they’re simply not 
available. 


“Just trim it type high.” 








>One failing, noticed most often 
when pressure is great, is to try to 
square up two lines of a different 
number of characters. It’s perfectly 
unreasonable to ask your typesetter 
to square up two lines of capitals, 
one of 17 characters the other of 21. 
They can be drawn with a pencil 
and the effect will be acceptable; set 
in type the appearance is entirely 
different. 

Another is the failure to letter as 
intended. By that I mean starting a 
display line with normal width let- 
tering, then, finding you are run- 
ning out of space, lettering in skinny 
characters at the end. What is 
wanted — regular or. condensed? 
Sometimes it puts the typesetter up 
that proverbial creek. If he sets it in 
condensed type it will not approxi- 
mate the lettering at the beginning 
of the line. If he sets it in regular 
type it will not be high enough and 
the effect wanted is not obtained. 

You must be accurate and con- 
sistent. Common sense —and eyes 
that see — will tell what to do. 


>Letter to approximate the type 
you want. Don’t expect the type- 
setter to read your mind all the time. 
If you want Bodoni Bold, letter ac- 
cordingly—and don’t make it look 
like Futura Bold. Put serifs on the 
letters, straight serifs. If you want 
an old style face like Caslon, round 
off these serifs. For occasional faces, 
such as Legend and Lydian Cursive, 
you should trace or make your let- 
tering as near like the type as pos- 
sible. 

It isn’t necessary to trace or letter 
exactly. But it’s helpful if you ap- 
proximate four varieties: old style 
(Caslon, Garamond, etc.); modern 
(Bodoni, etc.); san serif (Futura, 
Twentieth Century, etc.); square 
serif (Stymie, Cairo, etc.). To these 
may be added the occasional faces 
such as the two mentioned in the 
paragraph above. 

Also, letter to a weight close to 
the weight of the type desired. Don't 
expect the typesetter to use Futura 
Ultra Bold when you have lettered 
in Futura Medium. 


>If the typesetter must work from 
a tracing of only the type units 
(“The engraver needs the original,” 
is usually the alibi), supply one that 
is accurate. When tracing over a text 
block use a straight edge, don’t do 
it freehand. If the top of the block 
is 18 picas wide and the bottom is 
19, how is the typesetter to know 
which to use? Setting it the first 
measure is probably correct; setting 
it the measure at the bottom might 
make the text block too close to the 
illustration, if there is one, and the 
effect over-all would be ruined. 
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‘ 90 pages, cloth bound, good paper, 
wees = size 84%) x 11, 21 chapters —** Mechan- 
views ics of Typography” —** Easy to Read” 
“ —** Fitting Type to Copy’’—**Charac- 


“ teristics of Type Faces” —** Layouts” 


ABC; —‘For Economical Composition’ — 
aledei ** Proofreading’’—** Photoengraving 
Process’’—‘‘Electrotypes, Plastic 
Plates and Stereotypes’’—“ Proofing.” 


A.T.A. HANDBOOK 


This book will help you buy better adver- 
tising typography and consequently more 
readers for your advertising dollars. 
Wisely advertising typographers reason 
that the more you get for your investment 
with them, the firmer their business is built. 
They constantly see their customers us- 
ing up costly time (which is money) by 
sending copy to them without adequate or 
thoroughly thought-out instructions. 


So this book originally issued in 1947 
is now in its second edition to bring to 
their patrons up-to-the-minute informa- 
tion about typographic practices, allied 
processes of engraving, electrotyping, 
printing processes and many other things 
which will help cut your production costs. 

The members of our association know 


that an advertisement which, by virtue of 


its superior typography is read by 1,000- 
000 people, is a better buy than the same 
advertisement in the same space which is 
only read by 300,000 people. And these 
typographers feel better when they see you 
getting the 1,000,000 people to which you 
are entitled. 
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Our members are definitely not in the busi- 
ness of setting “pretty ads.” While they 
are not blind to the commercial appeal of 
typographic beauty, their real objective 
is increased readership. Fortunately, for 
the more aesthetic among them, it hap- 
pens almost invariably that clarity pro- 
duces beauty and beauty produces clarity. 


Don’t Delay— Send for Your Copy Now! 
This book is neither a book on mechanical 
processes, nor a book on typographical 
“tart,” but is a combination of both. If 
it helps you to a better understanding of 
the mechanics in the graphic arts field, fine 
and dandy! If it helps you produce more 
artistic results, swell! If it serves as a text 
book for your advertising classes or 
schools, great! But its essential purpose 
is to help you to produce more dynamic 
advertisements, typographically speaking, 
with greater understanding, and for fewer 
dollars. 

Send $3.00 check or money order today 
for your copy to Mr. Glenn Compton, 
Secretary, Advertising Typographers of 
America, 461 Eighth Ave., New York City. 


Advertising Typographers Association 
of America, Inc. 


Ne Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1 « GLENN C. COMPTON, Executive Secretary 
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AKRON, O. 
The Akron Typesetting Co. 
ALBANY, N. Y. 

Composition Service Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 
BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 

Service 

CHICAGO, ILL. 
J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 
Arrow Press 
MINNEAPOLIS, MINN, 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Adas Typographic Service, Inc 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc, 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Pau! O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey 


SYRACUSE, N.Y. 
Syracuse Typesetting Co., Inc 
TORONTO, CANADA 

Cooper & Beatty Limited 
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Also, give some indication of the 
effect wanted. A roughly outlined 
mass would not tell the typesetter 
if 12-pt. solid is desired, or 10-pt. 
leaded, or even 8-pt. wide leaded. 

When making a layout, don’t draw 
the straight lines, indicative of the 
type lines, a quarter of an inch apart 
and expect the type man to interpret 
them as 8-pt., 1-pt. leaded. If you 
want the latter, indicate it, draw the 
lines closer together. 

Be specific! 


> Typesetting is an art, a difficult 
one. It is not mastered in a week or 
a month, but in years. It is as much 
a part of the complete picture as the 
illustration or the wording. The art- 
ist must have time to produce the 
one illustration that will best exem- 
plify the subject; the copy man 
needs time to gather together the 
exact words that will best describe 
the subject. 

In like manner, the typesetter 
needs time to do his work. Be fair 
with him. He must determine and 
use the right sizes, the right faces, 
the correct grouping of elements. He 






























By Ted Sanchagrin 
AR Eastern Editor 






Fedders-Quigan Corp. ( Buffalo, N. Y.) 
has done it again! Last January the 
room air conditioner manufacturer came 
out with an ad in which a 78 rpm re- 
cording could be torn from the page and 
played on a phonograph (‘Now it's 
4-D,” Mar. ‘54 AR). 

In the January Electrical Merchandis- 
ing the Buffalo company offers what is 
believed to be another first — this time 
an invisible ad. 

This invisible ad, the first page of a 
four-page insert, has a secret message 
on a blotter, which, when wetted, be- 
comes visible. Originally, Fedders-Qui- 
gan planned to have the actual page 
imprinted with invisible or colorless ink 
which could be read only by holding 
the magazine page against a hot light 
bulb. However, this proved to be im- 
practical, so the company put the mes- 
sage on a blotter, which has been 
tipped-on the insert. 

The invisible ad blotter is the idea of 
W. A. Hart Jr., account executive at the 
Fedders agency, Batten, Barton, Dur- 
stine & Osborn (Buffalo), who went to 
Artcraft-Burrows Printing Co. (Buffalo) 
for the actual printing. The ad, while 
highly effective, simply consists of the 
printed page with the blotter inserted 
atop a portion of it. 

The insert is headed, ‘’This Secret In- 
visible Message Is For Fedders Dealers 
Only.” Below this is a broad arrow 











A Fifth Dimension? 


must choose and use the types that 
will reproduce properly in the print- 
ing medium specified and on the 
paper selected. Too large and it be- 
comes uncouth; too small it is anemic 
and inept. He can extract an amazing 
amount of flexibility from cold lead, 
but it does have its limitations. 

In other words, a typesetter is a 
fellow human being. He likes a good 
story the same as you. He will work 
with you. You see, he, too, has a 
living to make. 44 


How to Set Ads for Easy 
Reading Told in Handbook 


The revised “ATA Advertising 
Production Handbook,” by Don Her- 
old, edited by Harry L. Gage, con- 
tains a wealth of educational mate- 
rial dealing with every phase of pro- 
duction problems. One section, de- 
voted to easy reading, emphasizes 
the face that this should be the first 
aim of all advertising typography, 
but that few advertisements really 
hit the mark. 

“There is almost no necessity of 
mentioning ‘attention value’ or at- 


panel with instructions telling the dealer 
to wet the blotter to find the secret mes- 
sage. When wetted, the blotter spells 
out: 

“The first ten dealers in each market 
to contact their Fedders distributor and 
sign up for the Fedders ‘55 ‘Here’s How’ 
package will get a cash bonus! Phone, 
wire, or see your Fedders distributor 
now!” 

The invisible ad insert is part of the 
company’s $1,000,000 ad and sales pro- 
motion campaign for 1955. Plans include 
additional space in a number of publi- 
cations. The blotter ad, however, is a 
once-only approach. 











































TYPE TIPS BY LINOTYPE 


A new bold weight 
in 


SPARTAN 


(Reg. U. S. Pat. Office) 





Linotype Spartan—our smart, 
functional sans serif—has_be- 
come one of the most popular, 
body and display faces available 
today. Clean and crisp in design, 
its varied weights and full range 
of sizes make it perfectly suited 
to modern advertising and edito- 
rial requirements. 

Now a new weight of this ver- 
satile family—Spartan Bold—is 
available to supplement the five 
weights already in use and make 
the Spartan family ever more 
useful to printers and users of ae a 
printing. Well it seems there were 
six Spartans... 


cut it in combination with its 
italic on two-letter matrices in 
the 14-, 18- and 24-pt. sizes, and 
on single letter matrices in the 
30- and 36-pt. sizes. 

Spartan Bold prints beautifully 
on every type of stock—coated or 
book—and by every process. In 
combination with other members 
of the Spartan family it makes for 
distinctive and compelling lay- 
outs. When used as a headline 
or subhead face it has sufficient 
contrast to gain attention with- 
out being boisterous. 


Where to See it 
Where it Fits z 
partan light 


, We'll have a showing of Spartan 
Like the other members of the LINOTYPE is the standard Bold in the forthcoming Gene ot 
Spartan family, the new Bold icici Linotype News, our publication 
weight has the vigor and clarity LINOTYPE is the standard for people who have been inocu- 
of a good display type, yet reads lated with printer’s ink. Also we 
easily in the mass because of the heaton eicdines are preparing another specimen 
smooth manner in which the let- LINOTYPE is the standard showing to accompany our folder 
ters flow into the word forms. on the entire Spartan family. We 
The entire Spartan family is Spartan bold will be glad to send you any or all 
distinguished by the comfortable LINOTYPE is the standa of this material. 
length of its ascenders and de- On the basis of initial interest, 
cenders —not too stubby or incon- Sparten heewy we feel certain that you'll soon 
clusive, not too tall to joggle the LINOTYPE is the standard be seeir.z Spartan Bold in news- 
eye and get in the way of Nee seen —_ — and = kinds 
Spartan Bold comes between ps P of commercial printing. Where to 
the sea and the Heavy —just LINOTYPE is the stand get it? Your commen knows 
a shade lighter than the Heavy that there’s only one place to get 
and a bit taller on the body. We've Spartan—from Linotype. 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. ¢ LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 









Set in Linotype Primer and Spartan f 


T H R O U GH 




















LEADERS H I P 





RES EAR CH 





. for more details circle 621, page 109 January 1955 ¢ ar «+ 103 








tractiveness,” the discussion contin- 
ues, “for, if an advertisement is easy 
to read, it will stand out like a well 
thumb on four sore fingers on today’s 
advertising pages. Simplicity is in 
itself sensational. Readability in it- 
self is a bombshell! 

“Almost all rules for excellence in 
advertising typography will fall un- 
der the basic rule: make it easy to 
read. 

“Beauty will grow almost inevit- 
ably out of this record for functional 
effectiveness. 


>“Yes, an advertisement should al- 
most read itself out loud to the hur- 
ried observer. And this does not 
mean shouting, for underplaying 
may be much more forceful than 
blatancy in today’s world of typo- 
graphical competition for readers. 

“The artful typographer thus prac- 
tically eliminates himself from the 
picture. He is the medium between a 
seller and a buyer, and he will not 
get in the way. He opens, rather than 
closes, lines of communication be- 
tween the copywriter and the pros- 
pective customer. 

“Thousands of amateur typograph- 
ers are ever straining their ingenuity 
to make American advertising pages 
difficult to read. But the way to be 





different as well as the way to be 
right is to concentrate on the ideal 
of easy readability, of disciplined 
simplicity. 


> “Easy readability has its strict laws, 
but it will in time become instinctive 
with its devotees. 

“It means first of all a good use of 
a very few good type faces, and us- 
ually the use of only one face family 
in each job. It means an understand- 
ing of line-width as it affects read- 
ability, or word spacing and line 
spacing, and paragraph spacing, and 
use of white areas and exercise of 
feeling for emphasis and accent. It 
means a hundred big and little 
things.” 

Examples are given in the Hand- 
book to illustrate ways to achieve 
easy reading in the following areas: 
width of lines, word spacing, letter 
spacing, line spacing, paragraph 
spacing, initials, spacing for associa- 
tion, hand-lettering versus type, bor- 
ders, rule borders, combination rule 
borders, white space, emphasis, type 
and illustration. 

Copies of the Handbook are avail- 
able for ATA typographers or may 
be purchased from Advertising Ty- 
pographers Assn. of America Inc., 
461 Eighth Ave., New York 1. 44 


Type Sells , . 


‘Ll'ype Sells... 


The type in your ad or selling piece has a duty 
to perform—to sell your product or service. This is done 
best when you use the correct face for your special 
requirements, accurately set and perfectly proofed. To be 
sure of this, choose Service Typographers next time you 
order type. You can depend on Service to handle your 
type needs with competence and care. Day and night 
service with modest prices. See how much better your 
type sells when you specify Service Typographers. 


Where Typesetting is Still an Art! 
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SERVICE TYPOGRAPHERS, INC. 
723 SOUTH WELLS STREET, CHICAGO 7, ILLINOIS 


HARRISON 7-8560 


. . for more details circle 661, page 109 
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Production Control Board . 


Model 
shows how the ‘’Flexi-Trol’’ board can be 
utilized to provide a visual record of pro- 
duction schedules, sales records, shipping, 
etc. 


Control Board System 


Described in Folder 


A visual control board that shows 
at a glance production schedules, in- 
ventories, routing, sales records, 
management control, etc., the “Flexi- 
Trol,” is being produced by Methods 
Research Corp. (Staten Island, 
N. Y.) 

The board, 42x24’, comes with a 
1,000 cards to be used for posting 
data on the board. The 14%4x7%” cards 
fit into slots—25 horizontal columns 
and 26 verticals—a total of 650 slots 
—arranged on the board. 

The cards are available in a va- 
riety of colors for easy identifica- 
tion—white, blue, green, buff and 
red. The cards are provided in strips 
for easy typing or labeling. 

The board complete with cards is 
priced at $57.50. A “confidential” 
model which has a hinged-door cover 
is priced at $67.50. 

A brochure describing and illus- 
trating the “Flexi-Trol” is available. 


For your copy circle No. 529 on the 
Reader’s Service Card inside back cover 


Hornung’s Design Book 
Re-lssued in New Edition 


A revised, inexpensive paper- 
backed edition of Charles P, Hor- 
nung’s “Handbook of Designs and 
Devices” has been issued by Dover 
Publications (New York). Classic 
geometric forms—1,836 basic designs 
—are arranged and classified by the 
author to provide the artist and lay- 
out man with a quick, convenient 
reference book. 

This second revised edition con- 
tains new sections of notes explain- 
ing the historical backgrounds of 
some of these traditional forms. For 
instance, the crescent form is traced 
back to origins in Egypt, and its 
early connections with myths of the 
sun god are described. The basic 
forms with their many variations 
that are illustrated include: the 
circle, the crescent, the line and the 
band, the triangle, the square, the 
pentagon, hexagon and octagon, the 
scroll, the fret and the shield. To 
present a complete and valuable ref- 





The Loop and Guilloche 


Typical Page .. . Typical of the 204 
pages of plates in ‘‘Hornung’s Handbook 
of Designs & Devices” is this one show- 
ing the loop and guilloche. 


erence work of designs, the author 
has drawn upon many medieval 
heraldic forms as well as motifs from 
ancient Greece, Rome and the Mid- 
dle East plus modern designs. 

The new pocket-size (612x834”) 
edition contains 240 pages with 204 
full page plates of design. It is priced 
at $1.90. 44 


It Ain’t Necessarily So . Kitchens of 
Sara Lee Inc. (Chicago), which produces 
its own kind of cheesecake, has an inter- 
esting theory on the other kind. According 
to Charles Lubin, president, the display of 
girls’ legs as blown up by admiring pho- 
tographers in their studios takes on the 
creamy-grainy texture of real cheesecake. 
Hence the girlie photographers took to 
calling themselves cheesecake artists and 
the pin-up girls got the cheesecake nomer. 
In any case, enterprising Mr. Lubin com- 
bined two kinds of cheesecake in this in- 
teresting picture and incidentally got his 
company’s name in the paper 








This «4 whe we've 
home for you... 


In just a few short years, AMSTERDAM CONTINENTAL 
has introduced to discerning artists and typographers 
a wide selection of distinctive, USEFUL and readily available 
types from the foremost European foundries. 
Here are a few: 


Typefoundry Amsterdam 


Rondo 


DE ROOS 


HIDALGO 


Studio LIBRA 


Reiner Script 


Egmont 


Grotesque 


( J ; 
yracta 
Berthold Typefoundry 


NORMANDE Dynamic ‘Palette 


cmerby POST TITLE SERIES cftiston 
Caprice Standard Extended Signal 


RICCARDO Clarendon 
ORAPTIQUE BANCO PROFIL 


td there's gong To be more! 


Send for specimen sheets to 


AMSTERDAM CONTINENTAL 
Types and Graphic Equipment, Inc. 
268 Fourth Avenue, New York 10, N. Y. 


SPring 7-4980 


Distributed in Chicago area by Castcraft Printing Supply, in Buffalo area by Walter Crittenden Co 


Printed from an electrotype 


. for more details circle 567, page 109 
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With WARWICK@ES 4 PYOU CAN 


STRETCH IT ) STRETCH 15 


REVERSE IT 


No longer need advertisements be confined to 

the rigidity of type metal. With Warwick’s FLEXSET* 
reproportioning process, distinctive headings and 

body copy treatment can be achieved. When properly 
employed, WARWICK FLEXSET® can be an 
invaluable design tool. Write for additional information. 


*Trademark Reg. U. S. Pat. Off. 


EF TYPOGRAPHERS 


Dept. F-25, 920 Washington Avenue, St. Lovis 1, Mo. 
Overnight by air to most of the United States. 


. for more details circle 672, page 109 





Step Up That “Read-Most” Rating 


Here Type Can fay SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Issue Revised Edition 
Of New Postal Manual 


A final edition of its history- 
making new Postal Manual has been 
issued by the Post Office Depart- 
ment. Operating with record speed, 
the department has incorporated 
changes recommended by mailers in 
a preliminary edition (Dec. AR, page 
40). 

The final edition contains less than 
300 pages and represents the most 
complete revision of regulations in 
U. S. postal history. It brings to- 
gether in easily-understood form 
postal rules formerly scattered 
through more than 4,000 pages of 
dense print. 

The Post Office Department issued 
the first preliminary edition on Oct. 
21. At that time, Postmaster General 
Summerfield invited the general 
public, as well as large mailers and 
postal employees, to suggest con- 
structive revisions in the preliminary 
publication for incorporation into a 
final edition, originally scheduled for 
Nov. 20. The reason was so heavy 
that the department had to move 
ahead its tentative publication date 
of Nov. 20 to Dec. 1 


>The new book will have a canary 
yellow cover, replacing the light- 
green preliminary edition. Copies 
can be obtained from the Superin- 
tendent of Documents, Washington 
25, D. C., for 65¢ per copy. 

The new book actually represents 
Chapters 1 and 2 of the Postal Man- 
ual in its new form. The entire Man- 
ual is also being revised. However, 
the first two chapters contain all the 
material needed by the public. Re- 
maining chapters—3 through 8—will 
deal with matters of internal interest 
in the Post Office Department. 

While the new manual represents 
the best compilation of public-inter- 
est postal material to date, it is sub- 
ject to technical change and further 
revision from time to time, including 
basic changes in the postal rules 
themselves, Mr. Summerfield ex- 
plained. Accordingly, the Post Office 
Department has set up a “package 
deal” for commercial users and oth- 
ers who need to be posted immedi- 
ately on any and all changes. They 
may buy Chapters 1 and 2, together 
with a subscription for one year to 
any and all sheets making changes 
in the public-interest material. The 
subscription, available from the 
Superintendent of Documents, costs 
$2, including the Manual. 

The Manual itself and the revision 
sheets are designed so that they may 
be put in standard 6x9” loose-leaf 
binders. Instructions will accompany 
the revisions, 44 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


GRAFOREL 


IT'S EASY 
TO MAKE 3-D SIGNS 


CORK 

witH Graforel 
LETTERS 

@ Ready-gummed, just moisten and apply 
@ Will hold securely to any dry clean surface 
@ 12 faces in 16 sizes from 3/16” to 4” 
@ Can be used in natural cork 
@ Takes all types of paint in any color 
@ Buy in 100 or 300 letter fonts 
@ Letters can be purchased individually 
@ For display, exhibits, movie titles, advertisers 


Write or phone for samples and catalog. 


GRACE LETTER CO., INC. 


77 FIFTH AVE., NEW YORK 3, N. Y. 


Dept. E WA 1-0850-1 
. for more details circle 602, page 109 





Circles 
Under 


If you're sleepless from worry 
about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 
For advertising results that pay 


off, use 


Advertising 


Requirements 


Advertising Specialties 


i) ORCHID PROMOTIONS 
Oy ARE 
Bua 


INCREASE TRAFFIC, SALES, PROFITS 
FOR PENNIES 


YOUR DIRECT 
SOURCE 


@ ORCHIDS OF HAWAII, INC. 


aegis 
Nat'l Sales Office: 54 West 56th St. 
New York 19 * Tel.: JUdson 6-8950 
Growing Fields & Packing Plant: Hilo, Hawaii 


. for more details circle 634, page 109 





A Complete Line of 
ADVERTISING SPECIALTIES 
Is Available In 


CANADA 


Ask for our representative to call 


NEIL S. O'DONNELL LTD. 


652 Bayview Ave. TORONTO 17 MA. 0781 


. for more details circle 630, page 109 


Typographers 


on machine and foundry faces 
call AL 5-1770 


and get set with 
oh Va oe 2 ee 


TYPOGRAPHERS 
150 VARICK STREET, NEW YORK 13,N.Y 


. . for more details circle 575, page 109 


WE DON’T DO 
| any other kind 


Our pamphlet of before-and-after 
ads will speak for you in terms your 
JAY P prospect understands — yours free. 


WALK advertising typography 


11 E. HUBBARD, CHICAGO 11 e MOhawk 4-6134 
. for more details circle 671, page 109 


Direct Mail 


PRETLST 


NUMBER 


250B 


WOMEN CLOTHING BUYERS 


Mail order — 3,000,000. On 
stencils. Arranged. Material 
mailed for mailer. $9 per M 
on laige quantities plus mail- 
ing cost. rite. 
0. H. ROSKAM ADVERTISING 
1430 Grand Ave., K. C. 6, Mo. 


. for more details circle 649, page 109 


Engravings 


EXACT @ COLOR )@ PIXUR COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 


| SEE FOR YOURSELF \.._/~ SEE THE DIFFERENCE, 
AND PRICES 
STAFFORD ENGRAVING CO. 
229 N. PENN. ST. « INDIANAPOLIS 


. . for more details circle 657, page 109 
Books 


The shortest distance 
between you and the successful 
display is one inch. 

This inch is 220 pages long and has 867 


illustrations, blueprints and diagrams. It is 
between the two covers of Victor Strauss’ 


P. 0. P. CARDBOARD DISPLAYS, 


a Manual for the planning, construction 
and production of displays, covering every 
kind and every aspect of successful 
displays. $15 
For your Free Brochure, write to 
PRESENTATION PRESS 
Dept. A, P. O. Box 3, New York 24, N. Y. 

. for more details circle 639, page 109 


Lettering System 


| The most PRACTICAL lettering 
system ever devised ! 


READY CUT paste-up lettering 
DM Cit all Maal ol 1g 


than hand set typography! 


LARGE SIZES...UP TO 2 INCHES! 
NEWEST POSTER STYLES! 


Write today for free specimen catalog 
Letter-it 
Box 3261 Oklehome City Oklehome 
. for more details circle 616, page 109 


Copi-Counter 





TIRED OF COUNTING CHARACTERS? 
Copi-Counter will do it for you. This precision 
dial gauge, graduated in picas, inches and 
agates, counts lines on a typewritten page and 
characters in a typewritten line. Comes com- 
plete with leather case and instructions for 
$4.95 postpaid. Satisfaction guaranteed. 

ARTHUR H. NELLEN, Jr. 
Box 106A, Broomall, Pa. 


. for more details circle 627, page 109 
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CS u dvertisers 





The “key number” preceding the name of 
each advertiser listed below corresponds to a 
number on the Readers’ Service cards on the 
following insert pages. If you desire additional 
information concerning the products or services 
offered by any AR advertiser, all you need do 
is to circle the number on the Readers’ Service 
card corresponding to the number shown in the 
index. The same numbers appear at the bottom 
of the advertisements, themselves. 


PREOROOOCOEOEEOEREEGHREGERSOEEOCCOEERECOSCOCORECECCRRCERSERCCCOROCECERGREGEORCRCRSORORORRRORRReetOeERERetES 


Readers 
Service Advertiser Page 
Number 

561 Acme Gravure Services Inc. 35 
$62 Acrolite Products Incorporated 59 
566 Ad-Stik Company, The ll 

568 Advertising Typographers Association of 
America, Inc. 101 

567 Amsterdam Continental Types & Graphic 
Equipment 105 
565 Artkraft Sign Company 84 
563 Arvey Corporation Back Cover 
564 Avery Paper Company 33 
569 Bartz, F. H. 60 
570 Bauer Alphabets, Inc. 7 
571 Belford Co., Inc. 34 
578 Belnap & Thompson, Inc. 47 
572 Black Box Collotype Studios, Inc. 56-57 
573 Brown & Bro., Arthur 51 
577 Brownville Paper Co. 42 
574 Buffalo Photo Company 55 
575 Bullard, Inc., Howard O. 107 
Bundscho, Inc., J. M. 106 
576 Burrelle’s Press Clipping Bureau. 92 
581 Capex Company, Inc., The 62 
588 Chart-Pak, Inc. 55 
582 Chicago Cardboard Company 59 
Clement Co., J. W... 5 
Collins, Miller & Hutchings, Inc. 70 
595 Colorfax Laboratories - 60 
580 Consolidated Lithographing Corp. 89 
583 Copeland Displays, Inc. 92 
587 Cousino, Inc. . 69 
584 Craftint Manufacturing Co., The 20 
585 Crocker Co., Inc., H. S. 32 
586 Crocker Co., Inc., H. S. 34 
589 Dot Engravers, Inc. 72 
598 Du-Plex Onvelope Corporation 95 
590 Durable Rubber Products Co. 91 
- Eastman Kodak Company. 27 
591 Einson-Freeman Co., Inc. 14-15 
593 Filmack Studios 51 
594 Filmotype Corp. 9 
596 Flambeau Plastics Corp. 48 
597 Gair Company, Inc., Robert 8 
599 Geeco, Inc. 85 
— General Exhibits & Displays, Inc....Inside Front Cover 
600 General Outdoor Advertising Co. seo 
603 Gibraltar Corrugated Paper Co.......... 86 
602 Grace Letters Sdn ns 107 
601 Graphic Arts Corporation of Ohio.. .. 74 
673 Haberule Co., The sates 34 
604 Hankscraft Company, The 90 
605 Hansen Mfg. Co., Inc. 12 
606 Headliner Products 68 
607 Herbert Co., H. T. 60 
608 Hollywood Banners ... 91 
609 Holyoke Card & Paper Co. 44 
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Readers 

Service Advertiser Page 
Number 

CCRRROREREOECRROERROEOEEREGCCEEREROOCRORRRGOEROCRORERSOORERSEREERRGGRORRCREEREGGERGGREGREERRRERGReRORRERES 
610 Horan Engraving Company, Inc... 73 
611 International Color Gravure, Inc. 2 
612 Ivel Corporation Pres 64 
613 Kleen-Stik Products, Inc...... 88 
614 Komisarow Studios, Don.......... 59 
615 Kurshan & Lang Color Service.... 59 
UI, 0 Es oP Beak sels Loose 107 
617 Letter Shop Inc., The..... 96 





619 Major Photo Co... 
618 Markol Metal Products Inc..... 107 
592 Mat-Stereotype Service _.............. 73 
620 McGrath and Associates, Thomas F. 74 
621 Mergenthaler Linotype Co........... 103 
626 Meyercord Co., The....... iene 92 
625 Minute Man Line’, The.... 46 
622 Modern Clock Advertising Co. 92 
623 Monsen-Chicago ..... 98 
624 Mulson Studio ..... 59 
— National Blank Book Company Inside Back Cover 
— Naz-Dar Company 30 
627 Nellon, Jr., Arthur H. 107 
628 Neon Products, Inc. 83 
629 Nestor Productions, Inc. . 68 
630 O'Donnell Ltd., Neil S. 107 
631 Ohio Advertising Display Co. 85 
634 Orchids of Hawaii......... 107 
632 Orent Engraving Company 72 
633 Oxford Paper Co... 39-40 
635 Pilot Productions, Inc. ..... 68 
636 Pioneer Rubber Company, The 48 
637 Pontiac Engraving and Electrotype Co.... 4 
638 Porcelain Enamel Finishers. 85 
639 Presentation Press ........ 107 
640 Publishers Book Bindery, Inc. 95 
642 Rapid Copy Service, Inc............. 54 
643 Rapid Electrotype Company, The 17 
644 Reilly Electrotype Company 22 
645 Remington Rand Inc... 1 
641 Rising Paper Company... 18 
646 Robertson Sign Co...... o 7 
648 Roskam Advertising - 60 
649 Roskam Advertising ... 107 
650 Roskam Advertising ..... 85 
651 Roskam Advertising ..... 96 
647 Runkle, Thompson, Kovats, Inc. 31 
652 Sales Tools, Inc........... 69 
653 Service Bindery Co., Inc. 33 
661 Service Typographers, Inc. 104 
660 Sheraton Hotels _......... 63 
654 Sickles Photo-Reporting Service 60 
655 Skokie Colorgraph Co., Inc..... 34 
656 Sloves Mechanical Binding Co., Inc. 34 
657 Stafford Engraving Co.. 107 
— Strathmore Paper Co....... 43 
659 Switzer Bros., Inc...... 32 
663 Thayer & Chandler. 59 
662 Thilmany Pulp & Paper paeneitinal 10 
664 Transilwrap Co. ................... 92 
666 Underwood & Underwood... 60 
665 Union Rubber & Asbestos Co... 60 
667 Varigraph Co., Inc...... 54 
668 Veritone Company ....... 84 
669 Volk, Jr. Art Studio, Harry. 59 
670 Wagner Sign Service, Inc.................. 80 
G7) Walk, Jay P................... bei : 107 
—- Warren Company, S. D. 41 
672 Warwick Typographers, Inc...... 106 








501/Circle on Readers’ Service Card 
Envelope Selector 

. . cardboard selector with line drawings 
to show actual dimensions of standard sizes 
and styles of coin, commercial and open 
end envelopes. (Page 43) 


$02/Circle on Readers’ Service Card 

Weston’s Red Book 

. .. condensed catalog and reference book. 

Byron Weston Co. paper catalog included. 
(Page 43) 


$03/Circle on Readers’ Service Card 
Mead Letterhead Stock 

. . . folder shows seven examples of mod- 
ern letterhead designs and envelopes with 
available colors and other bond papers 
produced by Mead Corp. (Page 44) 


504/Circle on Readers’ Service Card 
Travel Prizes Book 

. . . Lloyd Maritz booklet lists all-expense 
paid trips, parties and other suggestions 
for prize awards for use as sales incen- 
tives. (Page 48) 


505/Circle on Readers’ Service Card 
Premi-O-Rama 
. details on one-stop shopping center 
for premium users, recently opened in Chi- 
cago as the world’s first permanent prem- 
ium and advertising specialty exposition. 
(Page 48) 


506/Circle on Readers’ Service Card 
Specialty Catalog Sheet 

. catalog sheet describes Pearce Park- 
hurst items, including plastic hosiery and 
lingerie dryer, Ritepoint lighters, ash trays, 
etc. (Page 48) 


507/Circle on Readers’ Service Card 
Dremel Hobby Tools 

. catalogs and complete details on line 
of hobby and production tools, including 
group of tools designed for the do-it-your- 
self family. (Page 48) 


508/Circle on Readers’ Service Card 
Sel-Art Acetate Overlay 

. samples and details of Sel-Art ‘’Pre- 
pared” Acetate, designed not to chip, peel 
or crawl. (Page 54) 


509/Circle on Readers’ Service Card 
Show for Shows 

. information on new trade show for 
exhibitors and display buyers. (Page 62) 


Use these return cards 
for publications 
mentioned on this page 


ED Advertisi mg RCTS 
Requirements | Svwie 


% Send for these helpful selling tools 


510/Circle on Readers’ Service Card 
Cannonball Convention Service 

. . . folder describes service of Cannonball 
Inc.'s (Chicago) convention department, 
including receiving and storage of conven- 
tion and show materials, shipping after 
convention or show and miscellaneous 
services. (Page 62) 


511/Circle on Readers’ Service Card 

Field Office Trailers 

. . . folder describes three new additions 
to line of field office and other trailer units 
by International Trailer Co. (Page 62) 


512/Circle on Readers’ Service Card 
Tailoring Show Promotions 

. .- leaflet explains the importance of tailor- 
ing promotions to a specific industrial, busi- 
ness or trade show, with suggestions on 
how to do it. (Page 63) 


\- = _ — 


Readers’ 
Service 
Dept. 


3301 


Name__ 
Company__ 


Address____ 


* Please send me the following: 


Items mentioned in editorial columns: 


513/Circle on Readers’ Service Card 
Display Moving 

. .. brochure describes door-to-door service 
with little or no crating offered to shippers 


of displays. 


(Page 63) 


514/Circle on Readers’ Service Card 
Portable Lectern 


. . . folder describes Speechmaster, folding 


portable lectern which 
144%x18". 


folds flat to 
(Page 68) 


515/Circle on Readers’ Service Card 
Visual Presentations 

. brochure lists 18 points to be con- 
sidered in preparing visual sales presenta- 


tions. 


(Page 68) 


516/Circle on Readers’ Service Card 
Leather Zip-A-Kits 

. newly revised catalog lists complete 
line of leather executive type Zip-A-Kits in 


wide variety of styles. 


501 


S11 512 513 514 515 516 517 518 519 520 521 


531 532 533 


| More details ffom AR advertisers: 


561 


571 572 573 574 575 576 577 578 579 580 581 
591 592 593 594 595 596 597 598 599 600 601 
611 612 613 614 615 616 617 618 619 620 621 
' 631 632 633 634 635 636 637 638 639 640 641 
651 652 653 654 655 656 657 658 659 660 661 


671 672 673 


(Page 68) 


* Please print or type information below 


ceca 


Products__ 
City & Zone 


502 503 504 505 506 507 508 509 510 
522 523 524 525 526 527 528 529 530 


562 563 564 565 566 567 568 569 570 
582 583 584 585 586 587 588 589 590 
602 603 604 605 606 607 608 609 610 
622 623 624 625 626 627 628 629 630 
642 643 644 645 646 647 648 649 650 
662 663 664 665 666 667 668 669 670 


* Note: Inquiries for items listed not serviced beyond April 15, 1955 


Postage 
Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


ry 
If Mailed in the 
United States 





% Send for these helpful selling tools 





Items mentioned in editorial columns: 


w 


| eae | Adwertising 


Requirements 
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517/Circle on Readers’ Service Card 
Cinaudio Tape Recorder 

. catalog sheet gives complete details 
on new tape recorder designed for opera- 
tion with any automatic slide or stripfilm 


projector. (Page 69) 
518/Circle on Readers’ Service Card 
Vu-Lyte Projector 

. . « folder describes Vu-Lyte, opaque pro 
jection unit that shows pictures directly 
from the subjects without slides. (Page 69) 


519/Circle on Readers’ Service Card 
Blueprint for Tomorrow 

. sample of newsletter giving news on 
happenings in films and special columns 
by people who create and sponsor motion 
pictures. Free film counseling service in- 
cluded. (Page 69) 


§20/Circle on Readers’ Service Card 

Hardware Carrying Case 

. . . information available on compact one- 

piece case for carrying and demonstrating 

windows, awnings, hardware, screens, etc. 
(Page 69) 


Postage 
Will be Paid 
by 
Addressce 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Sr a ea aa 





$21/Circle on Readers’ Service Card 
Offset Color Separations 

. . samples and details on four-color proc- 
ess separations for offset, including price 
list for negatives and positives for color 
areas from 4x5" to 17x22”. (Page 73) 


§22/Circle on Readers’ Service Card 
Pocket Microscope 

. . flyer gives details on pocket micro- 
scope for checking minute details and 
with greater magnification than the long- 
popular linen tester. (Page 73) 


523/Circle on Readers’ Service Card 
Photorite Offset Plates 

. . « details of Davidgon Corp.’s new line 
of pre-sensitized photo offset plates, made 
of special paper and not requiring whirler, 
darkroom or sink. (Page 73) 


524/Circle on Readers’ Service Card 

Photoengraving Techniques 

. . » booklet includes full-color shots and 

simple, clear, step-by-step descriptions of 

techniques of making a photoengraving. 
(Page 74) 


No | 
Postage Stamp 
Necessary i 
If Mailed in the 

United States | 
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Readers’ * Please print or type information below 
i cccemcctmeie ___Title 
Company__.____ ileal sti a einen 
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*& Please send me the foliowing: 


531 532 533 


More details from AR advertisers: 
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561 





501 502 503 504 505 506 507 508 509 510 | 
512 513 514 515 516 517 518 519 520 521 





522 523 524 525 526 527 528 529 530 








562 563 564 565 566 567 568 569 570 


602 603 604 605 606 607 608 609 610 








611 612 613 614 615 616 617 618 619 620 621 
1 632 633 634 635 636 637 638 639 640 641 
651 652 653 654 655 656 657 658 659 660 661 
71 672 673 


622 623 624 625 626 627 628 629 630 
642 643 644 645 646 647 648 649 650 
662 663 664 665 666 667 668 669 670 
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* Note: Inquiries for items listed not serviced beyond April 15, 1955 






525/Circle on Readers’ Service Card 
Flexible Plastic Tubes 

. . « folder describes flexible and squeeze- 
to-use type plastic bottles and tubes, with 
suggestions for varied uses. (Page 76) 


526/Circle on Readers’ Service Card 

How to Pack It 

- + « complete packaging portfolio from 
Hinde & Dauch describes, illustrates 12 dif- 
ferent styles and more than 70 types of 
corrugated boxes. (Page 77) 


527/Circle on Readers’ Service Card 
Package Evaluator 
- . . Checklist designed to help users of 
shipping containers to analyze their pack- 
ages in terms of improvement, efficient 
operation, lower costs, reduced freight rates 
and effective sales and display value. 
(Page 77) 


528/Circle on Readers’ Service Card 
Graphic Guide to Packaging 

. - « folder shows in step-by-step pictures 
and captions how to do five different wrap- 
pings for packages and describes products 
of Chippewa Paper Products Co. (Page 77) 


529/Circle on Readers’ Service Card 
Production Control Board 

. - » brochure describes, illustrates visual 
control board for controlling production 
schedules. (Page 104) 


530/Circle on Readers’ Service Card 
Decals Described 

. . . brochure describes, illustrates decals 
for many uses, includes 30 examples of 
various sizes and shapes. (Page 85) 


531/Circle on Readers’ Service Card 

Changeable Sign Letters 

. - - details and price lists on plastic fluo 

rescent letters for use on changeable copy 

signs. Each letter is a light source. 
(Page 82) 


532/Circle on Readers’ Service Card 

120-Day Painted Bulletins 

. . . folder describes system suggested by 

Switzer Bros. for retaining fluorescent 

brightness on displays for 120 days. 
(Page 82) 


533/Circle on Readers’ Service Card 
Porcelain Enamel Signs 

. . . folder describes, illustrates 17 examples 
of porcelain enamel signs and describes 
(Page 82) 


how signs are made. 
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You can tell a book by its cover 
and reflects your organization! 

If you are putting important money into a catalog, sales man- 
ual, portfolio or other promotional book, National Blank Book’s 
new Catalog Cover Selector helps you get the ‘‘okays’’ you need 
at an early stage. Jt visualizes the job —- shows a complete assort- 
ment of binding materials, color stampings and index tabs. Your 
National stationery dealer will be happy to show you the new 
Catalog Cover Selector. WRITE US TODAY FOR NAME OF 
YOUR NEAREST NATIONAL DEALER. 


if the cover has a quality look, 





























ee National Blank Book Company 
Vas? HOLYOKE, MASSACHUSETTS 









| Please send further information about the National Catalog Cover Selector 
|} and name of dealer nearest me. 
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Company 
Street 





Zone State 





You Can 
Pre-select Your Catalog Cover 
in this New Amazing 





NATIONAL'S CATALOG COVER 


SELECTOR LETS YOU CHOOSE FROM: 
+ 25 rich binding materials 





+ All stock mechanisms and binder styles 


« 7 colored stampings on acetate sheets 


to place over various bindings to check 
different effects 


+ 12 cover panels that show different types 


of stampings — 
Straight stamping, | or 2 colors 
Embossed and stamped 
Screened on smooth materials 
Embossed and screened on smooth 
or grained materials 


+ Indexes... printed insertable or printed- 


celluloid-leather and copper holed rein- 
forced. 














Continuous, satisfied 

patronage is the most significant of all tributes. 

On the occasion of our Golden Anniversary, 

we acknowledge with gratitude the wide- 

“spread recognition which has helped establish 

MOUNTING & FINISHING DIVISION ARVEY CORPORATION as America’s 
fer point-of-purchase displays~__ __ number one source for its varied services. Yet, 
LAMCOTE PACKAGING DIVISIQ Sa. More eaaaiililaen crowning the past, we 


for multi-color printing and converting of plastié™ ; E ee F 
films and foils in rolls, sheets, bags, cartons rd this mile as the beginning of a 
. ARVEY shall continue 


LAMCOTE DIVISION 
laminating for the graphic arts and its facilities to render 
and industrial applications he fi ee i 
R-V-LITE® and VIMLITE® DIVISION the finggr’s mall business as well as 
All-purpose Window Materials fer home, farm, industry leaders of ind 















for more details circle 563, page 109 





